Next Week 
You Will Find 


in “The Recorder” 


Big Boston Show 


Plan for the Fair—for New England 
is staging on July 7, 8 and 9 the first 
major impulse toward a better fall 
business. In this area of country the 
size of a postage stamp in relation to 
an envelope, one-third of the country’s 
footwear is made in more than 500 fac- 
tories. A wholesome market fair is 
promised retail merchants, one and all, 
so step out of your four walls and start 
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June 20, 1931 


The VOICE of the TRADE 


[, the South, dresses 
can be bought for a dollar and mil- 
linery to match for 59 cents; 
hosiery for 49 cents—what price 
footwear. There never was a time 


when such attractive wearing ap- 
parel could be bought so cheaply. 
As a result June shows a definite 
buying impulse, figured in units. 
There may be but little profit in 
the business for the merchant, but 
he is indeed selling more items 
and, what is more, selling for cash. 

The desire of the people for new 
things in wearing apparel is being 
encouraged by price. The result 
is a complete change in merchan- 
dising methods. But whether the 
change is for the better or for the 
worse is something yet to be de- 
termined. 

Good business*can,only be done 
at a profit. But a profit can only 
be made through serving the pub- 
lic. If the public is dollar con- 
scious, then the thing to do is to 
follow the dollar. But good shoes 
can not be sold at such ridiculous 


prices. 
* *« * 


| lentes W. Johnson, 


president of the Endicott-Johnson 
Corporation, speaking for a major 
section of shoemaking which em- 
ploys 17,000 persons, tells us that 
shoe prices cannot come down 
much more, if any at all. 
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“Speaking from our point of 
view as manufacturers,” he con- 
tinued, “I think that the shoe busi- 
ness is going to continue well for 
the balance of the year. Of course, 
the interval from June 1 to Aug. 
1 will show a slow-down in order- 
ing, but I anticipate a fair demand 
after that for the remainder of 
the year. The prices of the whole 
shoe list are as low as they ever 
have been and today profits are ex- 
tremely difficult.” 

Asked when he thought shoe 
prices would rise, Mr. Johnson 
replied: “It is difficult to say, but 
I shouldn’t think they will stay 
down for long. They are abnor- 
mally low now due to the fact that 





materials are down further than 
they have been for 36 years. To- 
day is undoubtedly a buyer’s mar- 
ket in the shoe industry.” 


* * xX 


Conon to be held 


for better prices is the encourag- 
ing verdict of the Farm Board and 
will do much to bolster up the cot- 
ton market. The Cotton Stabiliza- 
tion Corporation is pledged to 
withhold 1,300,000 bales of cotton 
purchased out of the 1929 crop to 
stabilize prices. 

The South is making every 
effort to encourage the greater use 
of cotton in fabric and industrial 
consumption, which is the more 
logical way of creating a price for 
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a universal commodity. The fear 
of dumpage of this back supply of 
cotton is, for the moment, averted. 


An encouraging thing to note is 
the diversification of crops 
throughout the South, for the small 
farmer has come to the conclusion 
that he had better raise something 
which he and his family and his 
cattle may eat, thereby making his 
business a little more self-sustain- 
ing. Thousands of small farm 
holdings have been taken up this 
Spring, indicating a return to the 
farm and less reliance upon 
grocery store and delicatessen. 

* 


Small town papers 
are doing their bit in stimulating 
unrest among the boys and girls, 
who would be better off if they 
were told some of the opportuni- 
ties for work and pleasure close to 
home. 

Practically every daily and week- 
ly is now buying syndicated copy 
out of New York. Pick up any 
small town paper and read O. O. 
McIntyre, H. I. Phillips and the 
mental product Broadway buzzard 
who tells of night life, thrill and 
excitement for the rest of the wide- 
eyed world to read. 

These writers simply give you 
the froth of big city life. They 
tell nothing of the steady grind of 
work that holds ninety-nine and 
nine tenths per cent of all New 




































Yorkers to the regular simple life. 
Let the truth be known and told in 
the local papers that there is far 
more fun, frolic and friendship at 
home than there is in any metro- 
politan city. 


* * * 
Max P. Fiedler, 


manager Charles Doekler, Limited, 
Zurich, Switzerland, is a close stu- 
dent of the movements of the 
American retail shoe trade and 
compliments our Shoe and Leather 





Lexicon. He says “being an ‘old 
American,’ who in his youth stayed 
over here, having served in the 
United States, I appreciate the use- 
fulness of the Lexicon for it serves 
in placing orders for our firm with 
American manufacturers. I men- 
tion that we are in possession of a 
Lexicon and so we are able to give 
complete explanations by the use 
of one word. I want to point out 
this facility to shoe men abroad for 
it is a great help to any merchant 
in any foreign country.” 
*x* * * 


“ A. ses 

s Maine goes so goes 
the rest of the country,” is a polit- 
ical prophecy that has been effec- 
tive for a century. So down to 
Portland we go to learn from H. 
B. Crosby of the A. H. Berry Shoe 
Corporation, “that a great many 
people find themselves in the same 
boat and are whistling to keep 
their courage up. Let’s have less 
meddling with tariff now that it 
is in operation. You hear a lot 
of people howling about the tariff 
being too high. I, personally, and 
a lot of my friends don’t believe 
that the tariff is too high because 
I still believe in tariff for protec- 
tion to the American manu factur- 
er and American labor.” 

+1 


The New York Hide 


Exchange says: “Leather stocks of 
shoe manufacturers, May 31, 


showed a further decline of 4 per 





Serving an Industry Nationally 


To fulfill its responsibility to its readers, 
a business publication must not only present 
the facts of an industry but must interpret 
them in. such a manner that facts become 
the foundation stones for future progress and 
achievement. To interpret truthfully and 
helpfully an editor must have an intimate 
understanding, based on first hand informa- 
tion, of the problems of the industry he 
serves. 

The editor of BOOT AND SHOE RE- 
CORDER and his assistants travel thousands 
of miles each year studying the facts of 
shoe production and distribution from per- 
sonal observation. This week’s issue re- 
flects the results of Mr. Anderson’s own 
observation on a swing through a dozen 
southern and central States made for the 
purpose of familiarizing himself with the 
mid-year business situation. Further com- 
ment on conditions as seen in his southern 
and western travels will appear in forthcom- 
ing issues. 

While Mr. Anderson thus covers the 
South and Mid-West, the Recorder’s fashion 
editor, Madame Hamilton Jeffries, is on the 
Pacific Coast addressing the retail shoe mer- 
chants of Washington and Oregon at their 
convention in Portland and studying fashion 
trends throughout the Far West. 

Thus the Recorder brings to shoe mer- 
chants everywhere a breadth of viewpoint 
that makes it truly “The Great National 
Shoe Weekly.” 





cent from a month previously, and 
11.6 per cent from March 31, 
1930. Tanners’ stocks of finished 
leather also receded from Febru- 
ary, but were 16.8 per cent larger 
than in March, 1930. Finished 
stocks of leathers from cattle hides 
were lower at 7,602,000 March 31, 
against 7,777,000 at end of Febru- 
ary, but were above the 7,034,000 
March 31, 1930. Total stocks of 
all cattle hides and cattle hide 
leather March 31 were equivalent 
to 15,932,000 hides, or approxi- 
mately the same as March 31, 
1930.” 


* * * 


CRE 





snaiden pin seal leather, 
which is being played up by mak- 
ers of fine shoes for women, is a 
beautiful leather, quite different 
from any that has hitherto been 
seen in footwear. It’s made from 
the pelts of baby seals that are 
taken by the fishermen of New- 
foundland and Labrador. Hither- 


to, many of these skins have been 
taken by English tanners, but now 
they are being imported in increas- 
ing quantities by American tan- 
ners. They are given vegetable 
tannage, which yields a supple 
mellow leather, and the leather is 
colored in many hues as well as in 
blacks, dull and bright. The bright 
black, by the way, is almost up to 
the rich shine of patent leather. 

The peculiar value of the 
leather, however, is in the fineness 
of its grain. It’s smaller than even 
the pin seal grain, which is more 
or less familiar. Possibly it might 
be called a needle point grain, and 
a very fine needle at that. The 
natural grain of this leather is 
sometimes so fine that it’s sprung 
up under the cork board, a process 
familiar enough to tanners, and 
commonly called the boarding 
process. This board also improves 
the feel of the leather. 

* * * 


Waker T. Dickerson 
of Columbus, Ohio, is distributing 
“An Englishman Comments On 
Us.” We have seen the statement 
on many a store’s bulletin board. 
In one case, the following was un- 
derscored : 

“In five years from now, most 
American business men will belong 
to the ‘I-wish-I-had-Club.’ 

“Then it will be too late to buy 
a dollar for thirty cents. The op- 
portunities will be gone. 

“When a horse balks the balk is 
in his head, not in his legs. He 
moves on when he thinks he will. 

“And when an American busi- 
ness man is depressed the slump is 
in his head. There is nothing seri- 
ous to prevent him from making 
money if he thinks he will.” 

* * * 

The word “hecticians,” built up 
from hectic (hectic fever, for in- 
stance), comes into business lan- 
guage. Hecticians may look like 
a new variety of the human spe- 
cies, but Old Solon, who claims to 
have seen a couple of them, says 
that they look familiar to him, 
indeed, just like the “pep-boys,” 
sometimes called the “boosters,” 
or the promoters of high pressure 
business, and so on. Have you a 
hectician in your business? 
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Niunn-Bush set a 
standard in simple A. B. C. lan- 
guage—without waiver or indeci- 
sion. Here it is: 

“It’s what is built INTO a shoe 
that counts—the skill, the earnest 
care, the integrity of its maker. We 
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ie e? is GOLDEN 
could make shoes that look good 
for much less money but we prefer 
to make them as nearly PERFECT 
as we know how. There is only 
one way to get your loyal patron- 
age over the years ahead as well 
as now. It is to deserve it. We 
know that and we are building 
quality into our shoes without stint 
or limit.” 

It isn’t a difficult matter to 
build cheap shoes that look well. 
Quality, in footwear at least, is 
largely an invisible ingredient. 
That, however, doesn’t mean that 
it is any less important. 

x * x 


The battles of design 
patent continue in the courts. Jus- 
tice John G. Knox of the United 
States District Court of New York 
holds: 

“That in order to sustain a design 
patent, there must be originality, 
and the exercise of the inventive 
faculty. Mere mechanical skill is 
not sufficient. There must be some- 
thing akin to genius—an effort of 
the brain as well as the hand, the 
adaptation of old devices or forms 
to new purposes, however con- 
venient, useful or beautiful they 
may be in their new rdle, is not in- 
vention.’ . 

“In the present case, the fea- 
tures of the design which distin- 
guish it from the prior art, are 
slight differences in the number, 
size and configuration of its cut- 
outs of leather, and attendant 
stitching. To my mind, the differ- 
ences are nothing more than a dis- 
play of skill such as may easily 
be possessed by many designers in 
the high class shoe trade; for many 
years the vamps and heels of 
women’s shoes have been marked 
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Ask Me Another 


—When is a luxury not a luxury? 
—When the production of that luxury gives 
employment to large masses of people. 

—Such as? 

—dAutomobiles, radios, automatic household 
appliances, cigarettes, movies, cosmetics, 
etc. 

—And how do you then classify such so- 
called luxuries? 


—As necessities—because today we regard 
full employment of labor as a necessity 
if we are to regain prosperity and retain 
standards of living. 


Zeace 6 ToRe 


President. 


by variable designs of cut-outs and 
fancy stitching, and to say that a 
mere rearrangement of such as 
have long been familiar, together 
with a modification or variant of 
the curves therein, constitutes in- 
vention, is something I do not care 
to do until proof demonstrates the 
fact.” The decision is far reaching. 


By his decree, the continuance 
of a temporary injunction against 
the Ansonia Bootery, Inc., was 
denied by the court; but at the 
same time the judge did not dis- 
miss the complaint of the Andrew 
Geller Shoe Manufacturing Co., 
Inc. The case developed from the 
sale in the Ansonia Bootery stores 
of a certain sandal effect, the style 
and design of which the Andrew 
Geller Shoe Manufacturing Co., 
Inc., claimed to have caused to 
have been duly patented in Wash- 
ington, on March 17, 1931, in 
Patent Design No. 83711. 

Samuel Robert Weltz, counsellor 
at law for the Ansonia Bootery, 
Inc., writes: 

“You will please observe that by 
virtue of Mr. Justice Knox’s deci- 
sion, the temporary injunction was 
denied, so that the Ansonia Boot- 
ery, Inc., is free to continue with 
the advertising, displaying and sell- 
ing of the said shoes without any 
judicial restriction thereupon.” 
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Sosesit “training racks,” on 
which shoes are arranged in exactly in the same order 
as they may be found in the stock, have simplified the 
problem of training salesmen for the women’s and 
children’s shoe salon of the Edward Malley Company, 
New Haven, Conn., department store. This feature 
of the department’s policy has proven extremely val- 
uable in reducing the time necessary for “breaking 
in” of new men before they can be assigned to fit- 
ting, according to William C. O’Malley, buyer-man- 
ager. 

When a shoe salesman, preferably one who has had 
previous fitting experience, enters the department's 
employ, he is taken to Mr. O’Malley’s office, which is 
lined on two sides by racks on which stand samples 
of every shoe carried in stock. Each shoe is tagged 
with its stock designation and is placed in the same 
relative position as in the floor stock, so that once 
the salesman learns its position in the “training 
racks,” he has no difficulty in finding it after he 
starts fitting. 

The patterns are arranged according to a definite 
schedule, and segregated accordiing to material, price- 
lines and heels. For instance, the salesman finds the 
patent leathers, which are designated as Style 1,000, 
in the racks, and then can locate patent leathers in 
exactly the same physical ‘position in the stock. After 
he becomes familiar with the shoes in the training 
racks, he is assigned to the general stock and spends 
some time checking over the shoes and fixing them 
in his mind, until he has thoroughly grasped the gen- 
eral physical plan. 

As soon as the new man has demonstrated that he 
knows the arrangement and is familiar with most of 
the patterns, he can be assigned to fitting. That 
the Malley shoe department staff is well grounded in 
fitting can be gathered from the fact, stated by Mr. 
O'Malley, that a recent check-up showed the average 
fitting experience of the nine men on the floor is 
sixteen years. 

Following out his policy of keeping the sales staff 
informed of developments, Mr. O’Malley gives fre- 
quent lectures on the fitting of normal and abnormal 
types of feet. Most of the fitting is done under 
weight-bearing, although the measure is first taken 
in repose, and after the difference has been deter- 
mined, a size between the two is considered safe. 
Twice a year Mr. O’Malley gives talks on style- 
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This Buyer Keeps His Stock 


By CHARLES B. BARR 









trends, with special emphasis on seasonal develop- 
ments. Every new shoe that is placed in stock is 
called to the attention of all members of the staff, 
Mr. O'Malley pointing out its selling points, last char- 
acteristics, and type of material. Whenever possible, 
he makes it a policy to sell the first pair of each new 
style himself, doing the fitting personally. Thus he 
is able to determine the merits and drawbacks of the 
style immediately, and communicate the information 
to the whole staff. 

Early showings and keeping abreast of the styles 
are given by Mr. O’Malley as reasons for the notable 
increase in pairage shown by his department during 
the past two trying years. Sales for April, 1931, for 
instance, were more than 75 per cent above April, 
1929, and 25 per cent over the same month in 1930. 
This record for 1931 was made with 800 fewer pairs 
in stock than last year, showing greater turnover. 


“ increase is due largely 
to keeping up with the styles and having the mer- 
chandise to work with, as well as presenting fall shoes 
Aug. 1 and spring shoes Feb. 1,” Mr. O’Malle:’ said. 
“We have many customers who plan their wardrobe 
months in advance of the season, and if one member 
of a family buys an attractive pair early, others in 
the household are quite likely to follow her example. 
The prestige afforded by advance showings is also 
valuable. 

“We don’t emphasize orthopedic shoes. The suc- 
cess of our department is based on styling. For in- 
stance, one customer bought 71 pairs from us in one 
year, an average of ‘nearly a pair and a half a week. 
She once bought seven pairs at one sitting, all of the 
same texture but in different colors and strap models. 
This customer told us that we have something new on 
display every time she visits the department.” 

One feature of the department’s merchandising 
policy which has done much to keep the volume up 
and correct overstocking, is a card index arranged by 
sizes instead of by names. As each new customer’s 
sales slip is received, the name is filed under her size 
classification. Then, when a survey of the per- 
petual inventory sheets discloses an alarming abun- 
dance of a given size, the index is produced and let- 
ters sent to every customer who wears that size, 
pointing out the desirability of purchasing and in 
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at His Elbow 


some cases offering a special inducement. This sys- 
tem has proved an excellent check on overstocking 
in sizes. 

“Our stock control system gives us positive proof 
at all times that we’re not overbalanced in any one 
material or price line. For instance, if brown kid is 
becoming popular we like to have a representative 
‘stock in our three prices, $8.50, $10.50 and $12.50,” 
Mr. O’Malley explained. “Every morning we have 
a positive check-up on all sizes sold according to price 
and material. As each shoe is placed in the stock a 
‘sticker bearing season letter, style number and price 
is attached. 

“As the shoe is sold it is checked, the style, size and 
price entered on the sales slip and then the same in- 
formation is entered on the day book, from which it 
is recapped and deducted from the original perpetual 
inventory entry. Thus we have a positive daily check- 
up of pairs on hand accordiing to sizes, materials and 
price-lines. 


“O ; 

ur children’s department takes 
care of itself automatically. We have 67 styles of 
children’s shoes that come under what we call Sched- 
ule A of resizing, which means they are sized up 
‘automatically twice-a week by air mail. Twice a year 
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And the System Serves to Speed 
Selling and Stock Keeping 


William C. O'Malley, buyer-manager of the women’s and 
children’s shoe salon of the Edward Malley Company, New 
Haven, Conn., department store, as he appears at his desk. 
In the background may be seen the shelves on which samples 
of every shoe carried in stock are kept. The arrangement is 
exactly the same as in the regular stock, and new salesmen 
are required to study this “training rack” display carefully as 
an important feature of their initiation to the department. 


Vv Vv VW 


we figure out new patterns which are of seasonable 
materials that will not be resized, and the other 67 
styles carried continuously are treated in the same 
manner of seiling as in our women’s department. As 
a children’s size in Schedule A is sold, an order is 
immediately entered for replacement. A separate in- 
dex is used for the children’s division, with the pat- 
terns and materials checked by number in the cus- 
tomary fashion. 

“As an absolute, final check, a clerk inspects every 
pair as she wraps it to be sure the shoes are not mis- 
mated, and the style is entered in her book both from 
the sales slip and from the shoe itself. If the slip and 
the shoe tag do not correspond, it is obvious there has 
been a mistake somewhere. The first thing every 
morning, the clerk takes all sizes from the day-book 
and checks them off the perpetual inventory.” 

















THREE selling days 
1 before the week-end 

holiday. There should 
be a small ad on Summer 
styles ton ight, and every 
inch of windowspace should 
be given over to the snap- 
piest style display you can 
contrive, with cards sug- 
gesting “New Footwear for 
the 4th.” 


THIS A — ae paper 
2 = should carry a BIG 

ad for Friday’s “otlling 
featuring your newest 
= A good one-day 

pecial (peuatay a hosiery 
Header”) will help consid- 
erably. Be sure there’s a 
price ticket on every pair 
bf shoes in your window 
displays too. 


a little ad tonight an- 

nouncing that you’re 
closed all day tomorrow. 
And don’t forget to put in 
some sort of a patriotic 
window tonight for the 
week-end. If you’ve a good 
special for Monday get that 
in the front of one window 
tonight too. 


3 PERHAPS you'll want 

















IF you're oing to 

have a July Clearance 

it’s time to plan for it. 
It should start next Satur- 
day. If you’re going to 
wait until August for a 
Clearance Sale you should 
have a definite plan for this 
month in the way of special 
events to keep sales up. 


WE'LL assume your 

Clearance will be held 

in July. (If you’ve 
decided on August save this 
calendar till next month). 

through stocks today 
and fix your markdowns 
for your sale. And name 
real BARGAIN prices—you 
want this to be a thorough 
CLEAN-UP! 


RUN several small 

announcement ads to- 

night saying “Our 
GREATEST Shoe Clearance 
begins Saturday.” Repeat 
all these ads tomorrow. 
Prepare your big Friday 
Sale ad today and get it 
to the paper so it can be 
put in — int time to run 
off circular from it  to- 
morrow. 





run off circulars from 

your ad todayand hire 
boys to distribute them to 
every house in town this 
afternoon or tomorrow. Put 
in your Clearance windows 
today and on every pair of 
shoes have a card reading 
“Today’s Price $7.50. July 
Sale Price ?.” 


9 HAVE the newspaper 


AS soon as tonight’s 
1 paper is out replace 

the question marks 
on the shoes in your win- 
dows with cards giving the 
sale prices. Get the store 
all ready for business be- 
fore you leave tonight— 
sale cards up, tables in 
place and everything ready 
to GO! 





your day should be 

spent in selling and 
seeing That everyone gets 
prompt service. Undoubt- 
edly you have some small 
lots you can put in_ the 
windows tonight for Mon- 
day Specials, and if you 
advertise on Sunday these 
ee be featured in the 
ad. 


11 EVERY minute of 








men push your Mon- 

day Specials so you 
can clean them up today. 
And have other little odd 
lots ready so that from day 
to day throughout the week 
you can keep the windows 
changing with quick trims 
of little specials that will 
draw people into the store. 


1 SEE that the sales- 





Children’s Day in 

your Clearance Week, 
announcing it with an ad 
in tonight’s paper backed 
up by a window of all your 
clearance offerings in chil- 
dren’s footwear. A _ post- 
ecard announcement of the 
day mailed to all parents 
on your list will help, too. 


1 MAKE tomorrow 





want to make _to- 

morrow Hosiery Day, 
with some particularly en- 
ticing specials to bring 
women in. This will mean 
another window change to- 
night too, but it is only 
by hard work that you can 
keep a sale from lagging 
at this stage of the week! 


15 PERHAPS you'll 





thoroughly again 
today. Consolidate 
small lots where necessary. 
Perhaps you’ll want to re- 
mark some prices for the 
final two days of the sale 
aly numbers are not sell- 
sure you have 
EVERY ITEM on sale that 
should be cleared! 


6 GO through stocks 








Key Your July Selling to 
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into Summer Shoe Selling 


A July Merchandising Calendar Designed to Help 
Retailers Show a Profit in This Month of Sales 





big attention-getting 

ad tonight for the 
last day of the sale, includ- 
ing all your best values. 
And the windows should be 
livened up too with all the 
items you are most anxious 
to clear; featured up front 
with big sale price cards. 


1 THERE should be a 


ko age Sod should be a 
18 big day. Why not 

put big cards in the 
windows reading: an 
From 6 to 9! A ge $1 
Sale! While They ee . 
Then put out on a table or 
two all the stickers and 
“duds” that just won’t sell. 
You’ll get a crowd. You'll 
get rid of the dead stock— 
and you'll get other busi- 
ness too! 


OF course you re- 
20 moved your sale win- 

dows Saturday night. 
Be sure that every sale 
card is removed from the 
interior the first thing this 
morning. Today’s a good 
day to get into the stock 
room and clean up. _ It 
probably needs it after the 
Clearance Sale. 





AFTER a sale there 
21 usually comes a lull 

— unless you do some- 
thing to prevent it. Plan 
a vigorous program of win- 
dow specials and little one- 
day special events to keep 
business coming throughout 
the balance of July. Time 
to think about fall plans, 
too! 


ARE you getting a 
22 few new styles in? 

A little ad announc- 
ing the first Advance fall 
styles, with a window to 
help things along, will catch 
the fancy of many women 
who like to be the first to 
wear the new things. How 
long since you’ve had a 
really GOOD men’s window? 


HOW are_ Hosiery 
23 sales holding up? 

A little circular or a 
letter featuring half a 
dozen good values under 
the heading of JULY HOS- 
IERY SPECIALS will help 
wonderfully in bringing u 
the sales for the last wee 
of the month. Send it out 
today. 


EVERY Clearance 
24 sale leaves you with 

some odds and ends. 
Why not put rock-bottom 
prices on everything and 
advertise tomorrow as 
Clean-Up Day, explaining 
in your ad that you’re nam- 
ing final prices on all the 
little lots left after your 
sale of a week ago. 





DEVOTE one win- 
2 dow to your Clean- 

Up offers today—anl 
make it look like a SALE 
window. Make every price 
card a SELLING card. For 
instance, “Just 15 pairs of 
these $8 Shoes to Sell at 
$3.95 Today” will get far 
hetter results than the card 
that just names the price. 





plete window of Hos- 

iery today. This is 
the big season. You can 
use a special or two to 
liven it up, or feature bar- 
gain prices on box pur- 
chases. Or perhaps, you'll 
want to say “A Pair of 
$1.35 Hose with Every $7.50 
Pair of Shoes” as a month- 
end special. 


2 WHY not a_com- 


a month away, but 

now’s the time to 
make sure you’ll have stock 
to meet the demand! And 
who’s going to sell the local 
school its football shoes 
and other athletic equip- 
ment this fall? Somebody 
will, and it might just as 
well be you! 


28 SCHOOL opening is 





IF you’re going to 
29 make any changes in 

window backgrounds 
or fixtures for fall it is 
none too soon to be getting 
plans made. Have you in- 
spected your store recently 
for Fire and Accident haz- 
ards? Chain stores require 
a weekly inspection by the 
managers. 








HOW is your adver- 
30 tising service? Does 

it give you the cuts 
you want when you need 
them? Now is the time to 
be looking ahead for in 
another 30 days fall styles 
will be coming thick and 
fast. Keep featuring new 
styles as “Advance Fall” in 
your windows. 





NOW for August! It 
31 can be a dull month 

unless you plan to 
go after business aggres- 
sively every day. Watch 
for this calendar for Aug- 
ust in a July issue. It will 
have some real business- 
getting suggestions to help 
make August the first big 
month of the fall season. 








Make Vacation and 

the Outdoor Season 

Sell Extra Pairs of 
Shoes 





the Tune of Vacation 
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Every six weeks, a new view 
of profit and the incentive to gain that profit. 

Following the carrying ‘out of the splendidly tuned 
and coordinated selling of the six weeks from May 
15th to July 4th, as planned for national usage in our 

issue of May 9th, there comes a natural reaction on the 
part of merchants that we are bound, in planning a 
New Srx WEEK Promotion PEeErtiop, to consider. 

Not all merchandise is salable at the conventional 
markup; not all merchandise is desirable by the con- 
suming public AT A PRICE THAT REPRESENTS 
ACTUAL COST TO YOU. Therefore there is a 
tendency toward letting the HANGOVERS from one 
six-week period clutter up the succeeding six weeks. 
Although this is not so important in this season, 
where hot weather and sports and vacations are still 
gaining momentum, as it would be in the fall, for ex- 
ample, when there is a right about face in the style, 
weight and material in all shoes, it must be part of the 
plan to keep undesirable goods on the move out. 

To overcome the HANGovER Hasit we must do the 
very things the Arkansas farmer did not do. In the 
story, he didn’t patch his leaky barn roof in dry 
weather because then it didn’t leak, and in rainy 
weather it was too wet to do so. Humorously enough, 
there is a fairly strict comparison between this story 
of the roof somewhere in Arkansas and that of 
HANGOVERS IN SHOE STORES COUNTRYWIDE. When, 
during the six weeks’ period, selling is good at the 
beginning there is no need worrying about them; 
when, the selling peak has passed, and they’re still on 

hand, there’s no use worrying about them for no- 
body will buy them, anyway. 











Muss tng Meg 
a ° 


During HOT WEATHER 


Plan Now for Intensive Sales Promotion in the 





The real source of 


But, that isn’t the worst of it. 
worriment is in the fact that next time certain pre- 
cautions will be taken in buying at the outset of a sea- 
son, and the store is likely to lessen its service on 
sizes by following season after season a course of 
buying inhibitions. Mental frustation at the buying 
point begins to cramp the selling style. On the other 
hand, on the very next shoes that offer a continued 
profit there must be some hesitation in buying because 
of the cash tied up in those HANGOVERS. 

Always Build from New Timber. Clever sales 
ideas are not substitutes for desirable merchandise, 
but right sales methods can develop a clearer view ot 
demand as it exists and can also aid immeasurably in 
counteracting errors of merchandising judgment by 
increasing and broadening the range of patronage. 


One buyer put down the 


following with regard to cost, selling and profit. 
Projected cost of merchandise 60 per cent. 


Sales : 

80% at full price 

13% at 15% discount on regular selling price 

7% at 40% discount on regular selling price should 
net a gross profit of 35.2% on the gross receipts. Assum- 
ing the cost of doing business is 30%, a fair average, the 
net profit will be 5.2% on sales. 


In a unit investment of $1000 in women’s shoes, 
300 pairs bought on original order with at least 450 
more pairs on sizing up, there would be, according 
to above figures, about 600 pairs sold at regular mark- 
up, 100 pairs at 75c. off selling price, and 52 pairs at 
$2.00 off selling price. 
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Make Your Selling HOT 


Six Weeks’ Period from July 4th to August 15th 


In a specific case that would lend itself more flex- 
ibly to advertising for immediate clearance if the 
selling prices for clearance were broken down as fol- 
lows ; 650 pairs at regular prices (on basis that more 
aggressive advertising and selling would dispose of a 
greater number of shoes at regular price), 50 pairs 
at $1.00 off selling price, 25 pairs at $1.60 off selling 
price, and 25 pairs at $4.00 off selling price. 


Set side by side, the actual 
cost for prattically giving away some shoes would 
be very little more than to make a more uniform re- 
duction on more pairs, and it would give one a great- 
er opportunity for a stronger clearance appeal. 

_ For comparison’s sake these figures are set down 
here. 


cny 
(Average Reduction Plan) 


598 pairs at regular markup 
100 pairs at 75c. off selling price 
52 pairs at $2.00 off selling price 


Reduction 


(Specific Reduction Plans Allowing Stronger Publicity) 


650 pairs at regular markup 

50 pairs at $1.00 off selling price 
25 pairs at $1.60 off selling price 
25 pairs at $4.00 off selling price 


Reduction $190.00 


This shows a difference of only $11.00, which addi- 
tional reduction gives one an opportunity for “auto- 
matic reduction” or other pressure method for get- 
ting rid of old stickers. 
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With greater reductions per pair there can be a 
mixture of clearing the old with a showing of the 
new; both kinds of shoes can be shown to advantage, 
and the comparison between the old styles and the 
new styles—the regular price and the clearance price 
will help to make each more valued. 

In a six weeks’ sport shoe selling the duds in size 
and style have already turned up to one’s notice and 
they must be handled rightly in order to prevent their 
interfering with the new schedule that plunges the 
store into the direct profits from the New Hor 
WEATHER SELLING. 


First Step in Six Week Lightweight 
Shoe Selling 


First an objective to be reached. 

Sports are in full tilt, but as a leading sales stimu- 
lant in the store the Sports Idea has had its run. 
While there is a demand yet for such shoes a new 
sales impetus is needed. 

WEEK FOLLOWING JULY 4TH—Following 
the holiday selling the new summer numbers are 
cuming in and the new selling season must be started 
immediately in order to keep up to schedule on the six 
weeks’ selling season. There may be a buying re- 
action in the week following the holiday, so a mixture 
of old and new styles is advisable in window display 
and advertising. 


Window Display No. 1 
Week of July 6 


“Setting the Summer Stage for the Follies.” This 
[TURN TO PAGE 36, PLEASE] 
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A Shortage MUCH encour- 
of Sport Shoes 28¢ment is to be 
Wh Needed found at retail. 
On INO Shoe stores the 

» country over re- 

port spirited 


business in sport shoes. The sale of 
sport shoes since May 15 has been 
the surprise of the season. 

An industry has been found short 
in its sports footwear needs. The 
extreme caution practiced the early 
months of the year has lost to the 
trade much early sport shoe busi- 
ness. 

Last minute orders for shoes sent 
in to factories have produced a new 
and strange stock situation. The 
merchant expects shoes to be 
shipped on immediate order. In the 
majority of cases the factory in- 
stock department has been “out” of 
sport shoes since June 1. Produc- 
tion continues to replenish stocks to 
the amount of merchant orders 
placed. 

Is the factory to continue to make 
sport shoes on in-stock orders now 
on hand when the possibilities of 
delivery date are at least two weeks 
hence? That is the rub. Most fac- 
tories are taking a chance at the 
sport shoe demand _ continuing 
through June and well into July. 

This is an unique experience for 
both the merchant and the factory to 
be short of shoes of any sort. Asa 
result, the sport shoe business, men’s, 
women’s and _ children’s shoes, 
promises to be the most hopeful sign 
on the retail horizon. 

Our modest part in the promotion 
of sport shoe selling dates back to 
our presentation of National Sport 
Shoe weeks scheduled between May 
15 and July 4. Sport shoe selling 
started on time and continues strong. 
One group of merchants, the Middle 
Atlantic Shoe Retailers Association, 
through its managing director, Cal 
J. Mensch, advocates a return of 
the cooperative spirit in merchandis- 
ing in each city and town at the 
same time. The comments on the 
REcorRDER plan as follows: 


“A National Sales Promotion Plan 
for every store to use May 15 to 
July 4, a period of seven weeks, pre- 
sented by the Boot AND SHOE RE- 
CORDER in its issue of May 9, has the 
hearty support of our Association. 
I feel confident that the complete 
set-up as given in this valuable trade 
paper has received considerable 
thought in its practical preparation. 
In theory the fundamentals we be- 
lieve are almost 100 per cent correct. 

“The real object of this Sales Pro- 
motion Plan is to coordinate and 
centralize merchandising effort to 
make the shoe business profitable to 
the retailer. It points out in a very 
definite way the need of well man- 
aged retail stores. Every merchant 
needs in advance of the six weeks 
selling period a thorough knowledge 
of seasonable footwear and a scien- 
tific knowledge of how to control 
stocks, sizes, operation and capital. 
We congratulate the Boor anp SHoE 
RecorDER for presenting such a 
splendid Promotional Plan in this 
detailed way.” 


Take a WHEN ai shoe store 

H can show 70 per cent 
a of its total stock of 
nventory women’s shoes under 


® six months on the 

shelves, then that 

store is in time and in tune with 
present day merchandising. 

We found at The Potter Shoe 
Store, Cincinnati, 70.1 per cent of 
women’s stock under six months of 
age, 19.9 from 6 to 23 months of age, 
and 10 per cent from 1 to 2 years of 
age, so we asked Harry McLaugh- 
lin’s consent to publish the figures 
as an indication of the new measur- 
ing stick of stock-keeping efficiency 
through time inventory. 

We would like to see every store 
everywhere this summer do a similar 
job of taking the time-record of 
stocks on hand. Such efficiency may 
not be possible in men’s and chil- 
dren’s shoes, but every store keeping 
a time record of its shoes is in a 
safer inventory position. 


We are prompted by this record 
and by a study of store stocks in 
many parts of the country to draw a 
conclusion that retail shoe stocks are 
in better condition than they have 
been in ten years. In a period of 
twenty months, since the stock mar- 
ket break, stores have had an oppor- 
tunity to clean-out and cut-out dead 
wood. If store stocks are as fresh as 
we think they are, then retailing rec- 
ords in numbers of pairs will be very 
éncouraging for the first six months 
of 1920. 


In Business TAXATION is in- 


for Tax creasing at an 
Collect alarming rate. We 
ollector had occasion to ex- 


» perience the inno- 
cent penetration of 
the pocketbook through small taxes 
in a number of Southern States. In 
some we found a stamp tax of 4 
cents per package of 20 cigarettes; 
of 6 cents per gallon of gasoline; of 
5 cents per cigar; of 1 cent per pack- 
age of gum, and one cent for a drink 
of Coca Cola. This és taxation with- 
out explanation, and the public 
stands for it— because government 
must be run on common money. 
Now comes the retail sales tax: 
We had occasion to see its presenta- 
tion in Ohio in Senate Bill No. 325 
and House Bill No. 606 before the 
Ohio State Legislature. It proposes 
a flat levy of one per cent on the 
gross sales of all retail merchants in 
the State where the sales aggregate 
more than $100 per month, and in 
addition provides for a license fee 
of $10, and an annual filing fee of $1 
per year on all retail merchants. 
The Ohio Bill differs from those 
prepared in many States, in the re- 
duction of exemptions it provides— 
most States exempt the first $10,000 
or $20,000 of retail sales. The Ohio 
Bill levies the rate of one per cent 
on all gross sales, where the sales 
exceed $100 per month. 
Somehow or other merchants are 
not sufficiently concerned with the 
subject of Sales Tax. 
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Painuies Sport AIraps con 
dor Deiaiimenke that cater to 


exacting 2.239 Moderns. 


a types for street-and campus, combining 
the smartest style with service and comfort features 
which meet the exacting demands of the younger set. 


Gracefully turned Cuban and Military heels, both 
covered and leather, ranging in height from 8/8 
to 13/8. 

Built on lasts that provide exceptional fitting qual- 
ities...in a variety of attractive toe expressions. 
Sizes 21/2 to 8, widths AAA to C. 


Salesmen are now in the field with the complete 
line of Wm. B. Johnson footwear, embracing sub-deb 
and junior shoes of Goodyear welt construction, de- 
signed particularly for the better trade. The line con- 
tains departures in which you will recognize very 
attractive sales and merchandising possibilities. 

















Manufacturers » DIXON, ILLINOIS 
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DUDE RANCH @Agp 













Do Not Pass Up This 


Tremendous 














Merchandising Opportunity 


UDE RANCH CAMP-MOCS are destined to be one of the most profit- 
able departments in shoe stores and department stores. Many stores do a 
lucrative business on shoes of this type. 


Think of the possibilities of a department featuring these shoes at POPULAR 
PRICES! 


Smart retailers write and tell us that DUDE RANCH CAMP-MOCS is the 
biggest thing they have ever put over in a line of sport shoes that appeal to the 
mass consumers. 


All in all, DUDE RANCH CAMP-MOCS is a beautiful set-up for merchan- 
disers who want to attract new customers—want a greater turnover and better 
profits. It will be a pleasure to forward to you complete samples and advertising 
features. 


What Merchants 










14” Beot Six new excellent numbers with great selling 
Styles 306—304 ( et possibilities. oe a Lig 
Style 306 Positively unequalled values. , Cri 
Coff: Elk Boot—lined " ‘ ‘ ‘ Style 305 
Ridglay sport acto coe Phe pe A chance to make a wonderful display in your windows and Chasiaiainl Elk. — 
showcases. lined, twill vamp lined, leather 
IN STOCK sole and heel, Springstep top- 
44%, to 8 AA An opportunity to attract the Girl Scouts, Campfire Girls, Tit. lx etack as above, 
2% to 8 A-D Y. W.C.A. organizations, all women of all ages interested in 
$Z85 the great outdoors. Style 307 
3 4 P s Coffee Elk, leather quarter 
In Stock service—complete sizes and widths. lined, twill vamp lined, Ridglay 
Style 304 r : : sport sole and heel. 
Cimaines NE: Dilet '— tned Beautiful four color folder—printed with your name and ad- 
vamp, leather sole and heel, dress—for enclosing with statements, for general mailing, for IN STOCK 
Spring-Step toplift. wrapping with packages—$5.00 per 1000. 3%. * : rowey 
IN STOCK ‘ 
Free newspaper ad suggestions. 24%, to 8 B-C 
204 to 8 AA 
2 to 8 A-D Free mats and cuts. $7.60 
$ 400 Free attractive signs. 
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Lo retail shoe proposition in America — 





OUT DOOR FOOTWEAR Kerr Dry Goods Co. Oklahoma City 
for Well Dressed Girls 


GENUINE GOODYEAR WELTS S. J. Brouwer Shoe Co. Milwaukee 
Payne Shoe Co. Topeka 
Marshall Field & Co. Chicago 
Famous & Barr Co. St. Louis 
(The May Co.) Elder & Johnston Dayton 


Volk Bros. Dallas Home Teade Shee 
Given Brothers El Paso Store, Inc. Minneapolis 


The Fontius Shoe Co. Denver John Shillito & Co. Cincinnati 


Frederick & Nelson Seattle Sommer & Kaufmann San Francisco 


Imperial Shoe Co. New Orleans 


Broadway Dept. Store Los Angeles Younker Bros. Des Moines 


Robinson Shoe Co. Kansas City Boldrick Shoe Co. San Diego 
Bucks Booteries Omaha The Higbee Company Cleveland 


And hundreds of others of the best stores in the smaller communities. 


ca 


Exclusive Franchise 


Be the first (and ONLY) dealer in your city to put in this 
short profitable line! 


: Never has the demand been so great for sport shoes. And 
SPORT OXFORD never before has the public been able to obtain such high grade 
Style 309 sportswear shoes at such prices! 


Light Smoke Elk, leather quar- Featuring DUDE RANCH CAMP-MOCS Shoes will make 


ter lined, twill vamp _ lined, 
Gristle sport sole and heel. your store outstanding as headquarters for regulation shoes! 


IN STOCK 64%,” Camp Boot 
Style 308 
TERMS: Light Smoke Elk, lined vamp, 
Our terms are 5/10 days, net 30 days. West of the Gristle sole and heel. 
Rockies and East of the ete Mountains 5/20 IN STOCK 


$760 days, net 40 days. 


THE JUVENILE SHOE CORPORATION 


OF AMERICA 
AURORA, MISSOURI 


2y% to 8 BO 


24% to 8 B-C 


$325 
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Boston to Give 


Buying Impulse 


Better Business for Fall the Keynote of Big 
New England Trade Gathering July 7, 8 and 9 


A strictly business shoe market 
for business men, with a judicious leavening of good- 
fellowship—that describes the 1931 Annual Boston 
Shoe and Leather Fair, to be staged at Hotel Statler, 
July 7, 8 and 9. 

No glittering and extravagant Style Revue and no 
sideshow ballyhoo will divert the visting buyers 
from their serious main activity of judging and buy- 
ing footwear in the world’s chief market of the in- 
dustry this summer. 

Upward of one hundred repressentative New Eng- 
land firms will display in sample rooms, parlors and 
booths on five floors of the Statler a wide variety 
of shoes and slippers covering every grade; machin- 
ery, lasts and accessories—for New England produces 
“everything” that any shoe retailer, wholesaler, man- 
ufacturer or tanner could conceivably want. 

A big enthusiastic bunch of buyers from all sec- 
tions of the country is expected to be on hand to 
look over these attractive advance fall and winter 
offerings and, if history repeats itself, they will leave 
behind them good-sized orders when they depart for 
their homes. 

For several generations the shoe buyers of the 
United States—retailers, wholesalers and department 


store representatives—have been annually coming to 
the Boston market “the week after the Fourth.” The 
Gulf Stream, in its warm flow through the Atlantic, 
is no more regular or welcome in its movement than 
these discriminating buyers. 

For twelve years now, the management of the Bos- 
ton Shoe and Leather Fair has been presenting this 
successful mid-summer shoe mart and inviting the 
trade to come on and profit by it. Originally the Fair 
was held in Mechanics Building in the Back Bay, but 
with the changing trends of trade and their influ- 
ence on such expositions it has latterly been found 
expedient to hold the Fair within a hotel environ- 
ment, so it was removed four years ago to the new 
and sumptuous Statler Hotel, where it has since flour- 
ished. 

This year’s Fair will occupy five floors of the Statler, 
commencing with the mezzanine, where the booth ex- 
hibits by the allied industries will be held in the 
Georgian Room, on the opposite side of the floor 
from the former exhibit room. An interesting fea- 
ture of the exhibits department will be a Shoe Art 
Salon, designed to take the place of the former Style 
Revue and to be even more educational and informing 
than the latter. This innovation, in brief, will be a 
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MAJ. CHARLES T. CAHILL 
Director of Exhibits 





JOHN S. WHITTEMORE 
Chairman Hospitality Committee 


THOMAS A. DELANY 
Chairman Registration Committee 








sort of classified cross-section of the entire product 
of New England’s five or six hundred shoe factories 
and will be so arranged and lighted as to make pos- 
sible a careful study of the styles presented on the 
part of anyone interested, as compared with the tran- 
sitory view of the passing footwear that is afforded 
by the conventional runway exhibit. 

There will also be other educational displays in this 
department, and the booths of the leading organiza- 
tions of the industry and the trade papers. 

Music will be furnished during the afternoons and 
evenings by a popular group of lady musicians, “the 
Rigadoonettes.” 


O. the mezzanine floor 
also, adjoining the exhibition department, will be a 
number of special displays in the parlors, all of which 
will add much to the interest of this part of the hotel. 

On the mezzanine floor, likewise, will be located 
the registration bureau in charge of the cooperating 
traveling salesmen and at which visiting buyers will 
be expected to register for the golf tournament and 
harbor outing. 

The fourth, fifth, sixth and seventh floors will be 
devoted exclusively to sample room displays by New 
England shoe manufacturers and the allied trades. It 
should be borne in mind also that at several of the 
other nearby hotels there will be many sample room 
exhibits by shoe manufacturers located outside the 
borders of New England. 

The Fair will open informally at 2 o’clock Tuesday, 
July 7, and will close at 10.30 p.m. On July 8 and 9 
the opening will be 10.30 a.m. and the closing hour 
10.30 p.m. 
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Tuesday, the 7th, will be observed as Hospitality 
Day, and the program will include an all-day golf 
tournament for prizes at the South Shore Golf Club, 
Hingham, Mass. It has been thought best this year 
to have the golf nearer to the terminal point of the 
harbor outing than in previous years. On the same 
afternoon, at 1 o’clock, the visiting buyers who elect 
the salt water outing will leave Rowe’s Wharf by 
special steamer for a three hours’ sail through Boston 
Harbor, debarking at Pemberton, where there will be 
informal sports followed by a shore dinner in the 
evening, to which golfers will be transported by spe- 
cial buses. 

These two courtesies to the visitors always have 
made a great appeal, and are talked about by the 
guests for many a day afterward. Both the harbor 
trip and the golf program will be in direct charge 
of the Boston Shoe Travelers’ Association, through 
its own committees. The B. S. T. A. has been hold- 
ing these harbor outings at this time ever since it 
was organized, many years ago. 


Another always appreciated “fixture” 
of the three days’ program will be the outing com- 
plimentary to the visiting ladies which will be held 
on Wednesday, July 8. This will be the usual spe- 
cial coach trip to various points of historic and scenic 
interest. 

Visitors who desire will also be sent on trips to 
nearby shoe factories, the wonderful plant of the 
United Shoe Machinery Corporation at Beverly, 
Mass., or any other industrial unit in which they may 
be interested. 

[TURN TO PAGE 54, PLEASE] 





The Safety Element of In-Stock 


Manufacturers and Merchants Give Their Views 


on Relative Advantages of Stock vs. Make-Up 


Second of a Series of Articles Surveying the In-Stock Situation 


l, the stock shoe questionnaire 
sent to a representative group of shoe manufacturers, 
this question was asked: Do stock shoes help the re- 
tailer by tending to prevent him from ordering unwise 
selections to be made up? 

At first thought there seems only one possible an- 
swer, “yes.” But several manufacturers do not see it 
that way and advance thoughtful arguments worthy 
of deep study by every retailer. 

Naturally, each manufac- 
turer’s statement reflects his 
own policy. Rightly too, for 
those policies are the result of 
long experience and much de- 
liberation. 

Hearing the affirmative side 
first, we find those who favor 
in-stock defend their 
Style selections much in the 
One writes: 
“Stock are not the 
thought of any one man’s 
mind, but are the careful selec- 
tions of the major executives 
of the business aided by infor- 
mation from their outstanding 


shoes 


manner. 
styles 


same 


retailers. 

“Ts it not reasonable to sup- 
pose that a manufacturer with 
all this help can select styles more sure of selling 


2 


than can any retailer who attempts to build his own: 
Too often he insists on placing a big order for some 
wild thing he sees in the line of samples that was 
put there simply to add tone to the sample room 
atmosphere.” 

A manufacturer with an enviable style reputation 
states: “The in-stock department has so many keen 
roots in the ground that it can sense changes and 
be prepared for them better than the average re- 
tailer.” 

Another says: “A retailer can buy in-stock shoes 
of our types (arch support) with great contidence, 
because he should readily understand that after all 
we are not foolish gamblers but bet only on a sure 
thing. When we stock a style it is because our long 
merchandising experience gives us confidence the 
trend is in that direction. 


Do in-stock styles represent 
the composite judgment of many 
minds and therefore offer a better 
sales appeal than a make-up 
selection reflecting the individual 
retail shoe merchant’s opinion? 


Or does an in-stock shoe re- 
flect merely the opinion, right or 
wrong of some one manufacturer? 


Do stock styles play a safe 
middle of the road policy? 
do they lack the punch of a line 
styled to suit the individual mer- 
chant’s particular requirements? 


Read the opinions of manufac- 
turers on both sides in this article. 


“Too many merchants think they know how to 
build and style shoes, when they had much better leave 
that up to the manufacturer who has a wider organiza- 
tion and closer contact with the industry as a whole.” 

“Working along with an intelligently operated 
stock department,” writes another pioneer manufac- 
turer, “tends to prevent unwise style selections and 
reduces the chance of buying duplicate styles.” 

On the other side of the 
question, one manufacturer, 
while admitting stock styles 
are usually salable styles, pre- 
sents this view: “Yet you can 
easily appreciate that when we 
stock 1000 pairs of a certain 
style we are going to sell 1000 
pairs. 

“Tf it doesn't go so well we 
push it, and the harder it is to 
sell the more pressure we put 
behind it. We are no differ- 
ent from you retailers. Where 
you buy something you must 
sell it, and with us when we 
make up something we too 
must sell it. 

“When you assemble the 
combined efforts of 1500 man- 
__ufacturers trying to sell shoes 
they have on hand, it’s a cinch there are going to 
be some forced sales that won't do the average re- 
tailer any good. 

“But when we are making up shoes for an indi- 
vidual dealer we don’t care what he buys. Differ- 
ent localities are up against individual style needs 
and we want him to select what he thinks he can 


Or 


sell.” 

A prominent maker of children’s shoes voices a 
sentiment that will express the thoughts of many 
retailers. “For years we have operated a stock de- 
partment successfully, yet in some respects we can 
see the fallacy of this service to the retailer. 

“Tt cannot be helped, but there is too much same- 
ness tu stock shoes. Individuality is lacking because 
the average niinufacturer stocks only the styles that 
are considered strong staples. Besides in most cases 

[TURN 10 PAGE 34, PLEASE] 
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Makes the Most Colorful / 


Sport Shoe Line in America 











The New “Tennant” 


A remarkable new tennis oxford fur- 
nished in unbleached white duck upper 
— corrugated rubber toe cap — double 
blue and white foxing — and white crepe 
rubber sole. Comes in lace-to-toe or Bal 
cut pattern in sizes for men, women and 
hoys. By every standard of comparison 
this is the finest tennis model ever built. 
You can depend upon it to win the tennis 
‘trade and hold it. 








The “Runfast” 


Up and down the highways and byways 
of all America, this attractive model is 
making active feet happy and breaking 
all records of popularity. Made with 
upper of Suntan duck with Indian head 
imprint or white duck with cowboy im- 
print. It has “cut-out” brown sole, brown 
saddle strap, toe-cap, back-stay, lace-stay 
and foxing with Suntan ribbed rubber 
toe guard. Furnished in sizes for men, 

boys, youths and little gents. A real sales (\ 


builder for - dealer. | : ; Nabe 


\) 
\} 











Servus Nation-Wide Survey 
Helpful to Dealers 


Take advantage of the conditions in the industry 

and the possibilities of potential markets as dis- 

closed in nation-wide survey conducted by Servus 

— write today for a copy of the “Sport Shoe Mer- 

, q oab chandising Book” and the “Rubber Footwear Mer- 
lh. wip : vy. chandising Book.” Either or both will be sent free. 


SERVUS 


Manufacturers of Canvas Rubber-soled and Waterproof Footwear 
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Mother, Daddy, 
Brother, Sis— 
There'll be news 
That none should miss 
IN 
WEDNESDAY’S 
PAPER! 


RECORDER SHOE 
SHOP 
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TEASER ADS 


Vv 














@ Whatever style of shoe 
You’d choose, 
Be sure to watch 
for the goods news— 
IN 
WEDNESDAY’S 
PAPER! 











@ Only the man who 
Doesn’t wear shoes, 
Will fail to watch 
For the good news— 
IN 


WEDNESDAY’S 
PAPER! 


Use SHOWMANSHIP 
To Bring More Dollars 


Be Enthusiastic and Dramatic— 
Pep It Up and Make It Snappy! 


Wit tons of printer’s ink flooding 


acres of white space at sale time, besieging and beseeching, cajoling 
and commanding the public, the successful shoe sale must be a planned 
program, complete in all details, with a striking theme or idea carried 
throughout to give a complete tie-up. 

In this Model Sale Promotion Plan, we use human interest sketches, 
striking layout design and color to triply emphasize the continuity 
which carries through newspaper and direct-mail advertising, window 
and interior displays. The plan applies whatever name you may use 
for your sale. 

The human-interest teaser ads are good curiosity arousers. Three 
rhymes are given and one layout to show how. The teaser should ap- 
pear two or three days ahead of the first announcement, which is 
scheduled for Wednesday, the sale to begin Thursday and continue 
through the following week. 

The sale announcement is reproduced below. It may also be used 
as a mailing circular. Size, 4 columns, 11 inches, can be extended to 
admit more items. A few outstanding values are better than a lot of 
minor ones. Notice the use of the human interest sketch. This can 
be repeated on various pages to call attention to the ad itself. 

A contest for school children can be used, giving prizes for the 
best drawings copied from these sketches. Or you can give a smaller 
reward for those who save ALL of them and mount them, writing 
their own rhymes about the sale. 


COPY FOR AD 


Good news indeed! The lowest prices, 
biggest savings, and greatest values 
that (store name) has offered in many, 
many years. 

And they are safe savings! There’s no 
penalty attached to low prices—our 
responsibility and reputation protect 


Extraordinary Savings on 
Good Shoes - Get Your Share: / 
RRA ee Paar Sie. 
ee | A [GO 











you. 
With such a splendid variety of novelty 
styles, summer weights, and broken 
lines to choose from, thousands of 
thrifty folks will be quick to profit 


None should miss / 














through this opportunity! 


USE A MAILING FOLDER 


This 4 column 11 inch announcement 
ad will fit in a number 9 penny saver 
envelope when folded twice. Have 
reprints in blue on white “book” paper. 
If “customer courtesy days” are held 
in advance of the sale have this mes- 
sage printed at the top, and mail to 
arrive on Monday. 
Two Days of Advance Selection 
for our Regular Customers 

This sale will begin lrg But on 
Tuesday and Wednesday (dates) you 
are invited to make your selections. 
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URE EVENT OF THE 


season / 


RECORDER SHOE SHOP 


251 W. 31% Street New York_ 
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MAAAAAAAAAAAAAAAAAAAAA 
Summer Shoes at Savings to 


with SHOEMANSHIP 
literest Every ry Ty Wo Woman 


in at Summer Sale Time = re 
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Surely Welcome This 
Good News ~_ 
FINE SILK. HOSIERY A 


For windows and interior decorations we suggest blue and white. 
Cards should be cut in the same shaped design as the window setting. 
Small cards and price tickets should use the zig-zag border design in 
blue on white. Blue and white bunting can be used effectively. Such 
settings and decorations will let folks know there’s something doing 
without spoiling the smartness of the store. 

Space permitting, close-out numbers should be displayed on tables 
in the store—early—to give the first bargain hunters a chance. Odds 
and ends should be substantially reduced, with small cuts, if any, on 
good numbers. 

Follow-up ads should use the same layout as the announcement, fea- 
turing a different line daily. Other lines may be advertised in adjoin- 
ing ads. Copy for first follow-up is shown with the reduced layout. 
This for Thursday. On Friday, feature men’s shoes for Saturday 
selling (women’s and children’s shoes secondary, if advisable). The 








ouR 
GREATEST 
JULy 


SHOE 
SALE THE FEAT-URE EVENT OF THE SEASON / 


continues: RECORDER SHOE SHOP 


259 W.39% Street, New York 














FIRST FOLLOW-UP AND COPY 


“Whatever style of shoes you seek, 
You'll find great values here this week! 


Picture to yourself the kind of shoes you'd 
like to have—for sport, dress, street or busi- 


heading might be: 


Mr. Man, What Are YOU Going to Do About It? 


Under the “barefoot” sketch, the copy: “Only a man who doesn’t 
wear shoes will fail to act on this good news!” Then, “Store Name’s 


EE 
VVVVVVVVVVVVVY 


For window glass borders and background freize, 
use this zig-zag border cut out of compoboard, or 
heavy card, and painted blue, or a double edge com- 
bining blue and white. Depth to be varied to meet 
requirements, 


Ke 


£ 


WINDOW DISPLAY UNIT 


The front panel of this compoboard setting is 
white, with red cut-out lettering. The shelf edges 
can be blue to match the edge of the base and 
the back panel, which is blue. The curved panels 
- white with blue lettering. Mounted on wood 
rame. 


Sport, street and dress shoes can be arranged in 
three shelf groups. Or men’s, women’s and chil- 
dren’s shoes. Or three price groups placed, one on 
each shelf. Such unit groupings make the shoes 
stand out stronger. Single shoes are used. 


4a ey 4 te 4 ty fy hr hy fy hn or fr tr 
EPIL IO EE IS TET 
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A—Display cards for interior use— 
shaped and colored to resemble the 
window display unit. 

B—Price tickets, printed with the zig- 
zag border, blue on white card. 


C—Layout for reminder post card (see 
text) printed in blue. Sketch is 4 
walking figures. Zig-zag border top 
and bottom. 








“THANK YOU” FOLDER 


On the front, “Thank You”—Expect 
the shoes you have purchased at a 
substantial saving to serve as well as 
though full price were paid. If they 
don’t, let us know. 

“Among your family and friends are 
several who will also be glad to share 
the safe savings of this fine sale. Why 
not let them know? We believe they 
will appreciate it. We certainly will. 
Thank you.” 

On the other pages sale items covering 
men’s, women’s and children’s shoes. 
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ness—then come in and see these. The 
season’s smartest shoes are here at the low- 
est prices in years, for such good quality. 
Safe savings, for our guarantee of goodness 
is back of every pair. 


NOTE: Be sure to give good descriptions of 
each group. 








@ Do your romping children 
Wear out shoes? 


Then you will welcome 
The good news. 


IN WEDNESDAY’S PAPER 








@ Oh, Mr. Man, please 
Don’t start raving, 


You'll buy two, too 
When you see the saving! 


IN WEDNESDAY’S PAPER 
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Color 


Color - 
Color 
Color 


Color 120 


AD mM IR AL TY 
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FALL COLORS 
& =e = oO: ener Kid 


Color 100 


79 


59 
90 
54 












(olor 





- =  - =. = Prado Brown 
- - - = Mooresque Brown | 
- =  - = New Admiralty Blue 
- - - + = = Leaf Brown 
- - = = = Madeira Brown : 
- = = = = = =  Nutria 


LINING COLORS 
Color 10—Pear! Gray 
Color 26—Parchment 


* 
All popular and pastel shades 
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THE RIGHT sBtue 
IS IMPORTANT 











Nothing so effectively completes 


the smart blue ensemble or adds : JOHN R. EVANS & CO. 
just the right contrast note to the CAMDEN, NEW JERSEY 


so-fashionable white costume as Cincinnati Milwaukee St. Louis 
Philadelphia Rochester Boston 


our color 120 — 


NEW 
ADMIRALTY BLUE 


Evans color experts have devel- 
oped a rich shade which blends 


delightfully with the entire color 
range of blue — A difficult feat 
and a worthy accomplishment. 


COLOR 120 IS RIGHT. 
SAMPLE AND CONVINCE YOURSELF. 


IT'S AN 


EVANS LEATHER 
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Westward Moves the Vogue 
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Three promising numbers in up-to- 
date spat patterns. At the top is a 
summer spat in white linen. The 
center illustration shows the new 
zipper fastener, while below is a 
typical fall number. 











of Spats for Men 


And Year by Year These Smart 
Accessories Gain in Popular Favor 


The trend of the spat business for 
the past three years has been decidedly upward, as 1928, 1929 
and 1930 each showed substantial increases over the preceding 
year. 

There are four major colors in spats. Light grey, dark grey, 
light fawn and dark fawn. The greys go best with the blue, 
dark and black suits, while the fawns liik best with the brown 
suits. Taking the clothing colors for fall into consideration, it 
is felt that the colors will run about fifty per cent light grey, 
about twenty-five per cent light fawn and the balance divided be- 
tween dark grey and dark fawn. A few white and a very few 
black spats will be used. These are more for dress, with the 
white linen being used for the smart fall weddings and the black 
moire for evening dress occasions. The few pearl greys sold 
will mostly be seen at the informal weddings and on the feet of 
such actors as have the price, after their blue suit is taken care of. 

Retail shoe merchants have found it quite expedient to antici- 
pate their spat orders, so that it may safely be said that a good 
seventy-five per cent of the fall orders will be booked by the 
first of August. Buyers have learned of the advantages coming 
from early placed orders through the improved quality of work- 
manship and certainty of delivery. 


; A few years ago spats were 
sold in volume only in the East but now they find ready sale in 
all parts of the country, even in the South, Southwest and Cali- 
fornia. The Central States acceptance of spats was something 
of a surprise, as this section up to a few years ago marked the 
wearer of spats as a city slicker, therefore to be shunned. For 
the most part, the style angle is out, while the utility urge is 
given the center of the stage, in the volume selling. 

Men have found the convenience of being able to have ankle 
warmth during the cold weather without resorting to heavy 
woolen socks. This is especially appreciated by those who work 
indoors during the greater part of the day. 

There has been some talk of spats going out in England, but 
no self-respecting Englishman would any more think of going 
without his spats than without his morning tub. One point that 
we Americans might well lift from our cousins across the pond, 
—when an Englishman has his clothes pressed and cleaned, he 
always sends his spats along too, so that his spats are always 
as spic and span as are his clothes. The best fitting spats, how- 
ever, are made right in this country. 
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HE quest for light, airy, 


pretty shoes is always on and 
women will rejoice in the 
Queen Quality product now 
available. Made by the Compo 
Process that insures fine close 
edges and clean shank lines, 
these shoes are a delight to 
the wearer and profitable 
merchandise to retail from 


$6 to $8.50. 








During Boston Show dates 
—July 7-9—these shoes will 
be on display at the Ritz- 
Carlton Hotel with the fol- 
lowing men in attendance :— 


Rooms 311-316 inclusive. 


C. H. Greeley 
Jess A. Fielding 
Guy E. Small 
Andrew P. Murphy 


Shock absorber Compos 
and Welts In-Stock. Sales- 
men in all territories are out 
with entire new line of Fall 
Shoes. 


THOMAS G. PLANT, INC. 
AUBURN, 
MAINE 


Exclusive Manufacturers of Queen 
Quality Shoes. 


2p 
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they are sold to anyone in town who 
will buy them. 

“To our mind the successful merchant 
is he who has vision enough to build 
shoes that are smart and individual, 
thus ‘pulling himself out of the somber 
rut where the competitor finds himself 
who depends entirely on stock shoes.” 

In theory, the styles to be stocked 
are arrived at by the combined opinions 
of the factory’s best brains. But it 
doesn’t always work just that way ac- 
cording to one manufacturer who 
writes: 

“This has happened more than once. 
We lay out our stock line and make up 
the samples. Then the very first big 
customer we call on says: ‘I’ve got a 
hunch so-and-so will be a big bet. I’m 
going to play it strong and you have 
got to stock it for me. Do I get or 
don’t I?’ 


66 HE result is that the shoe goes in 

stock, is cataloged, and we advise 
everybody to buy it. And this in spite 
of our definite decision one week pre- 
vious that for good and sufficient rea- 
sons we would not stock it. So the fact 
that a shoe is in stock is no guarantee 
as to how it got there or how it will 
sell.” 

Let us concede, however, that stock 
styles are safe styles. But to what 
extent are safe styles desirable? It is 
not a fact that the shoe business was 
put on its feet, so to speak, only when 
it sponsored “unsafe” styles? 

Looking at the industry as a whole, 
many of our leaders are positive we 
have hurt ourselves by making gods 
out of “safety and saneness.” In our 
efforts to avoid losses from unsalable 
styles we have stocked too large a pro- 
portion of solemn in-stock numbers 
with their lifeless timidity. 

There is money to be made in style 
but we cannot make it if we do not 
play style, if we avoid subjecting our- 
selves to a certain amount of risk. We 
cannot make fancy dessert styles out 
of bread and water materials and on 
plain patterns. 

In choosing between two similar 
styles, one stocked and the other not, 
it seems self-evident the retailer would 
choose the stock style. But there seem 
to be two sides to that also. 


HIS opinion comes from the man- 

ger of a factory-ow ied retail store 
selling one of our foremost men’s high 
grade lines. He says: 

“I buy my shoes as different from 
the factory’s stock styles as possible. 
You see, I am located in a metropoli- 
tan center with a trading radius of over 
two hundred miles. As you know, our 
shoes are widely advertised and every 
small town around here has its agency. 
Naturally, these agencies carry only 
stock shoes. 











The Safety Element of In-Stock 


(CONTINUED FROM PAGE 26) 





“When trade comes in from these 
small towns they expect to see different 
styles. If I had the same shoes shown 
by their local merchants there would 
be reason for buying here. This out 
of town trade is a big slice of my vol- 
ume—just because they can buy some- 
thing ‘different’ in the city. 

“On staple lines, however, I play it 
the other way. Our line enjoys a big 
give-me-another-pair-of-the-same trade. 
Therefore, I carry the nationally used 
stock styles in these staples, but make 
up my snappy styles so they will be dif- 
ferent from the factory stock.” 

Going further than that, one well es- 
tablished retailer to the elite not only 
shuns stock shoes, but also adds to his 
prestige by avoiding the so-called pop- 
ular styles. 

He “deliberately avoids featuring 
patterns that are being exploited by 
Fifth Avenue. The public senses where 
certain styles originate and gives credit 
to the originator, not to the imitator. 
When a pattern becomes popular we, 
catering to the ultra-fashionable, dis- 
card it. 

“This summer will see a flood of 
punched effects and sandal types, but 
we will have none of them. Our feature 
shoes will be entirely different, there- 
fore successful.” 

Not many of us, however, can afford 
to snub the popular fashions in such a 
high hat manner. We have enough 
trouble keeping up with accepted fash- 
ions without attempting to lead styles 
into strange channels. 


FE, VERY traveling salesman has had 
this question thrown up to him: “If 
this style is going to be as hot as you 
say it is why is it not to be stocked?” 
The manufacturer is accused of lack 
of confidence in his own words. He 
urges the retailer to take a risk that he 
himself is not willing to accept—or so 
it would seem. 

The answer lies in the fact that the 
hotter a shoe is while good the more 
suddenly its death usually occurs. The 
retailer would like to be able to get 
plenty of such shoes from the manu- 
facturer’s stock right when the rage 
is on. 

But the manufacturer finds that only 
in rare instances can he have enough 
when the demand is on and none when 
the demand is over. 

As one high grade manufacturer puts 
it: “It is either a feast or a famine. 
A famine when dealers are hungry for 
shoes and a feast when the craving has 
passed. In other words, it can’t be done. 
The only shoes a manufacturer can 
stock are those with a reasonably long 
life.” 

If manufacturers stocked novelties it 
would hurt the retailer more than it 
would help him, says another factory 
representative. 
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“Retailers of high style shoes have 
long ago learned it never pays to re- 
order novelties. They get stuck more 
often than not. If they could draw 
these novelties from stock while the 
styles were going big they would al- 
ways get hooked with a big stock when 
the public has had enough. 

“So the retailer is protected from his 
own foolishness by the fact that he can’t 
load up so easily. Since he has to have 
them made up he orders something dif- 
ferent, which experience has proved to 
be the safer way.” 


HE debate between in-stock and 
make-up shoes always brings up 
the question of mark-up. 

The make-up adherents insist a larger 
mark-up is possible on made-to-order 
shoes because the styles are individual 
and outstanding. No other stores have 
the same thing so no other direct price 
comparison is possible. 

All of which may be true, say the 
in-stock men, but because of the safer 
styles there are fewer mark-downs on 
stock shoes. It is not the original mark- 
up that actually goes into the cash 
drawer. Stock shoes make the poorest 
mark-up start but the highest mark-up 
finish. 

Plenty of retailers in the larger cities 
would be overjoyed if they could run 
their stores entirely on the in-stock 
shoes, both novelties and staples. But 
even if that were possible, would it be 
a desirable situation? 

Here is a statement from a much- 
quoted style leader who believes stock 
shoes should constitute only a minor 
part of the nation’s shoe business: 

“It would be most unwise for our re- 
tailers to force the stock shoe issue 
by attempting to compel manufacturers 
to carry any great amount or variety 
of footwear on the floor. The stimula- 
tion of a constantly moving style pic- 
ture would be completely lost. The van- 
ity of appeal would be a thing of the 
past. The industry would be put in a 
retrograde position, not by conditions 
of the times, but by failure to develop 
our greatest asset, style. 


‘‘TNDIVIDUALITY is the aim of 

every alert retailer. He wants mer- 
chandise whose style character excels 
his competitor’s showing. Such style 
individuality accomplishes volume, pres- 
tige, and continuity of clientele.” 

The following statement from a cer- 
tain level-headed manufacturer sums up 
the opinion of many who have studied 
the matter. He writes: 

“I am convinced that if the manu- 
facturer would concentrate his in-stock 
department, carrying only enough sizes 
in staple shoes, eliminating novelties 
and semi-novelties, that action would 
greatly aid the average retailer.” 
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would be the slogan for a window in 
which the new Summer weight shoes 
are arranged in a setting borrowed 
from one of last year’s movie revues in 
which a long flight of steps was the 
central “property.” The “steps” form 
different display heights for the shoes, 
running from a width that comes within 
one foot and a half at each side of the 
window at the front to a point at the 
extreme rear of the window that will be 
perhaps two feet less in width than at 
the front. Cover shoe boxes with 
sateen, stretching it over the boxes in 
rows the length necessary for each 
step. 


T each side of the window have 
“wings” made of compoboard, one 
piece set about six inches back of win- 
dow pane and anotherimmediately be- 
hind it with space enough to set up a 
display card reading “BEHIND THB 
Scenes—If These Styles Fit You, 
They’re Yours at $1.00 Saving.” This 
placard pertains to shoes that are 
sprinkled in the display and which 
have ribbons running from them to 
the placard above. Without hurting the 
regular display and while making the 
comparison between the prices so ad- 
vantageous to the ones whom the shoes 
will fit, there ought to be a lot of in- 
terest shown in the window. 

In the newspaper advertisement 
which ties up with the above window 
copy like the following should be run: 

“The Summer Stage Is Set at Blank’s 
for the ‘Follies.’ The smart young 
thing is not the only pebble on the 
beach (although she’s mighty welcome 
with us). We’ve sprung a few sur- 
prises in our NEw Mip-SUMMER SHOW- 
ING OF LIGHTWEIGHT SHOES for the 
en WHo THINKS SHe’s HARD TO 

rT. 

“Our window proves that age, size, 
weight or taste can be no barrier to 
getting footwear that will put you in 
step for great summer fun. We'll pay 
you one dollar, by taking it off the reg- 
ular price, if your foot is oversize or 
undersize or too long or too narrow 
or too fat or too skinny.” 


the direct advertising have a flier 
printed following the style of the 
theaters in your section with a ‘Behind 
the Scenes” column, in which the sizes 
and styles of the HANGOVERS are given. 

In the store have a “Behind the 
Scenes” display in which the undesir- 
ables are shown apart from the regu- 
lar lines. List the sizes available in 
concentrating attention on these. In 
these days, when there seems to be no 
end to bargain hunting, a mixture of 
good, bad and indifferent styles will 
run the whole gamut of desire. 


Window No. 1 for Men 
Week of July 6 


More than ever the window needs a 





During Hot Weather Make Selling Hot 


[CONTINUED FROM PAGE 19] 


definite message for selling. The sales- 
man in the store would bring down 
the wrath of the customer on his head 
if he just handed him a shoe and re- 
mained mum; the same psychology ap- 
plies to the window. Give them some- 
thing to start a train of buying 
thought. 

“A Pair of These Lightweights Will 
Keep You Sitting on Top of the World 
—Light as Summer Flannels,” is con- 
ducive to a buying thought. To get 
a cool effect in the window have a 
North Pole scene—a globe made of a 
wire framework, such as hatmakers 
use, with a scene at the Pole painted 
on a heavy poster paper or oilcloth 
drawn tightly over the frame. Perch 
one shoe at the top with the American 
flag flying from the “pole.” If shoes 
are light enough in weight show a 
summer suit on a pair of scales and 
the shoes on another, and placard the 
weight of each, saying “Only 3 Ounces 
Difference.” 

For a little local color, and to add 
to the thought of lightness, get a sau- 
sage, gas-filled balloon, paint it with 
aluminum paint to resemble a Zeppelin 
and anchor it over the pole. Display 
five leading summer-weight styles in a 
semi-circle around the front floor of 
the window. Label them Canvas, 
Buckskin, Elk, etc., etc. At back of 
window on panelling a sign, “Smart 
Summerweight Shoes—$5 to $9—Take 
the Load Off Your Feet.” 


‘THe window, acting as the fulcrum 
in applying the sales wedge, news- 
paper and direct advertising will be the 
power in forcing them to the point 
where they enter the store. 

To make the connection between all 
these elements, use as a central idea in 
newspaper and direct advertising the 
illustration of the “top of the world.” 
Use a caption like this, “Our Light- 
weight Shoes Will Lift You to the Top 
of the World When Old ‘Sol’ Tries to 
Wilt You.” Then copy like this: “Hot 
pavements—hours of  standing—the 
strains of outdoor life in the broiling 
sun are too much to expect one’s feet 
to stand in these hot months. A pair 
or two of our Buckskin, Elk or Canvas 
shoes— 


Summerweight Shoes!! 
Are What You Need!! 


See Our Tempting Window Display— 
It’s Based on Good Common Sense.” 

In the direct advertising, either fea- 
ture one big shoe on top of the picture 
of the “top of the world,” or use the 
picture of the window and show a 
number of leading styles with descrip- 
tions and prices. Use the same copy 
as in the newspaper advertising to get 
continuity. 

To get a clearance feature into the 
above advertising, it would be advisable 


to encircle the globe with a latitude 
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marking, reading as follows, “Bargain 
Belt,” and from this marking run rib- 
bons to shoes at back of window on 
which prices have been reduced. Price 
tickets on these shoes would read, “For- 
merly $.... Now $.....” 

In the newspaper and direct adver- 
tising under a heading “In the Bar- 
gain Belt,” could be listed descriptions 
and prices of the bargains. 


Simple Recordkeeping Coordinates 
Selling Effort 


For a day-to-day analysis of sales 
of sizes and widths, the chart shown 
here will provide a good working sheet 
for checkup on results of advertising. 
The three days following the placing 
or issuing of the advertising will usual- 
ly tell the story of results so far as 
sales go. In the chart would be told 
the story of what shoes and what sizes 
and widths are proving most popular. 
The charts would be made up on the 
basis of groups of shoes. 


Group “A,” for high style, prestige 
shoes 

Group “B,” for semi-stylish shoes 

Group “C,” for extreme style shoes 
that present unusual hazard. 


In the squares on the chart, indicat- 
ing size and width would be placed the 
number of pairs.on each style and 
width. Whenever a style is sold, put 
down in the size and width square a 
dot. At the end of a week the density 
of dots in the squares will tell the 
story of how sales are shaping up. At 
the top of the chart would be the in- 
formation as to the group, the style 
numbers in that group, the amount 
of the original order in the group and 
the number of pairs reordered in siz- 
ing up. 

At the end of each week a 15-minute 
study of results during that week will 
give one somewhat of a basis for plan- 
ning the coming week’s advertising dis- 
play. The styles that are proving pop- 
ular will be pushed further, or the 
styles that are lagging will be given 
a better chance by being given more 
prominence in the advertising. At the 
end of a week the sizes and widths that 
promise to be hard ones to move can be 
given special attention. 


Special Sales Work on Customer 
Lists by Telephone and Letter 
Prevents Accumulation of 
End Sizes and 
Style Risks. 





Speedy Service 

PoRTLAND, ME.—“The Maine Bullet,” 
a new fast freight train leaves Port- 
land, Me., at 4:15 every afternoon and 
arrives in New York City at 6:30 the 
next morning, and brings Maine-made 
shoes into the New York market faster 
than ever before. 
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Watch Your Pump I hroats 


A Detail of the Art of Shoemaking 
That Deserves More Careful Treatment 





Making the throat of 
a shoe is a detail of the art of shoe- 
making on which some concerns pride 
themselves, especially makers of wom- 
en’s novelty as well as bench made lines. 
There’s more in it than may appear on 
the surface. If the throat binds, it’s 
likely to raise a puff ball of flesh on the 
instep, which is most annoying and oc- 
casionally so painful as to require med- 
ical attention. If it’s too loose, then the 
shoe is bound to slip at the heel and open 
up at the sides. And that’s shockingly 
bad taste. Obviously, the throat should 
grip on the instep with just the right 
tension. 

The foundation for the building of a 
proper throat is found in the last, and 
the last should have just the right meas- 
urement of length from heel to throat 
to provide for a proper opening in the 
top of the shoe, just long enough to let 
the foot into the shoe, and, also, just 
short enough to grasp the foot once it’s 
inside the shoe. Of course, the patterns 
should fit the last. And if the vamp is 
long, it should be crimped. Not much 
of that is done these days, for most all 
vamps are quite short. 








"The throat of the 


vamp has to be reinforced, so as to stand 
the strain of wear, as well as to resist the 
shock which it gets when the shoemaker 
pulls the last from the shoe. Most every 
fitting room foreman has his own notion 
as to the best way to reinforce a throat. 
The ideal way is to use a reinforcing 
material that has just about as much 
elasticity as does the leather of the 
vamp, for then the leather and the stay 
will give equally to the foot and there 
will be no binding of the instep. . 

Two bench houses have made a seri- 
ous study of smart but comfortable 
throat lines. It has been found that to 
stop the French cordings on each side 

[TURN TO PAGE 54, PLEASE] 
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NOW IS THE TIME TO DECIDE 


what line will prove most profitable in the new busi- 
ness era just ahead—what line will build sales and 
repeat sales. 


Consider Value—No line gives you more to retail at 
three to six dollars, and few give as much as Natural 
Bridge Shoes. Prove this for yourself by seeing 
the shoes. 


Consider Style—The remarkable increase in Natural 
Bridge sales certifies their satisfying style in men’s, 
women’s and children’s sizes. The high rate of turn- 
over testifies to the low rate of style depreciation— 
the elimination of dead stock hazards. 


Consider Fit—No normal foot but can be fitted with 
Natural Bridge’s 364 sizes from AAAA to EEEE. 


Consider the Manufacturer’s Policies—Will he pro- 
tect you, his agent, from competition? Will he be 
reasonable in his expectations of sales? Will he give 
you fullest cooperation whether you are a small or 


GOOD TO THE FOOT 
GOOD TO THE EYE 
GOOD TO THE 
Told 4ai:ele) 


llatunat Budge . 





large buyer? Natural Bridge Shoemakers will do all 
these and more. Ask any Natural Bridge Agent what 
his experience has been. 


Consider In-Stock Service—Will you get your orders 
filled immediately from adequate stocks of full size 
and width ranges? From Natural Bridge Shoe- 
makers—yes! 


Consider Consumer Demand—Natural Bridge Shoes 
are familiar to thousands, possibly millions, through 
many months of radio advertising. This cultivation 
of your market for your benefit will be continued. 


Consider Advertising and Merchandising Assistance— 
Does your manufacturer have available a wealth of 
dealer advertising materials—display signs, printed 
matter, newspaper mats, radio transcriptions, ete. 
And does he offer merchandising advice and counsel? 


These advantages make the Natural Bridge Agency 
unusually profitable. Ask us for the complete de- 
tails before you select your Fall lines. 
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These Radio Stations 
will broadeast the 
Natural Bridge 
Feature 
Programs 


Cincinnati 
New York City 
St. Paul 
Pittsburgh 
Philadelphia 
Atlanta 
Hartford 
Chicago 
Oklahoma City 
Detroit 
Kansas City 
Dallas 

St. Louis 
Cleveland 


NATURAL BRIDGE 
SHOEMAKERS 


Division of Craddock-Terry Co 
LYNCHBURG, VIRGINIA 


New England Distributors— 
MeIntosh Co., Springfield, Mass. 
Pacific Coast Branches 
CRADDOCK-TERRY COMPANY 
San Francisco, Cal. Portland, Ore. 
New York Office—Marbridge Building 
Chicago Office — Republic Building 
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A happy triangle when found in footwear—the three prime 
essentials in every shoe Johnston and Murphy manufac- 
tures—and the theme on which the J&M 1931 advertising 
campaign will be based. 


Saturday Evening Post, Literary Digest, Time and Vanity 
Fair will carry the message to their millions of readers. 
Back of the advertising, back of the Comfort, Style and 
Durability motto, lies the J&M tradition of fine shoe mak- 
ing. The quality of the materials and the high type work- 
manship never vary. A retail price range and style to suit 
every high quality shoe requirement — $12.50 to $35.00. 


Write for details 


Johnston & Murphy = 40-54 Lincoln Street 
Newark, N. J. 
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NATIONAL NEWS 


>» HOW’S BUSINESS? < 


Chicago Trade Active 


CHIcAGoO—Developments in the local 
shoe markets during the past week, 
particularly the retail merchandise 
field, gave a tone of firmness to busi- 
ness activity. With the straw hat sea- 
son in full swing, the public is practi- 
cally forced into buying strictly sum- 
mer footwear, and the few warm days 
of last week resulted in a rush of busi- 
ness that more than offset the remain- 
der of the week. 

“We are still selling much light Java 
lizard,” reports Harry Wolock, man- 
ager of the Sheridan Road store of 
Wolock & Bauer. “With the sport sea- 
son in fairly good stride, ties, oxfords 
and all sorts of sports for spectator and 
active wear are moving at a faster 


L. Berman, manager of the uptown 
Grossman store, finds that perforated 
white kid pumps with pastel heels and 
toes to match various dresses in a 
large number of shades are quite no- 
ticeably in demand. Also whites with 
almost any sort of a brown trim. This 
seems to be right in line with the opin- 
ion voiced by so many buyers recently, 
that brown is becoming a big factor 
growing steadily strohger with an in- 
dication that the fall season will fea- 
ture it strongly. 

H. M. Brown, manager for Ber- 
lands’ North Side shop, is inclined to 
believe that sandal effects are the most 
popular sellers at the present time. 


Passes Dividends 


CoLuMBuUs, OHIO (UTPS)—Stock- 
holders of the H. C. Godman Co. have 
been notified by the directors that the 
dividends on the first preferred stock 
usually payable June 1 and the second 
preferred usually paid June 10 had 
been passed. This move was made to 
conserve the assets of the company and 
place it in better financial position and 
to strengthen its competitive position. 





In his letter to the stockholders Presi- 
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dent Fred A. Miller declared that the 
financial condition of the company is 
better than at any time since Oct. 31, 
1929, but in view of the present low 
level of the volume of general trade it 
seems the part of wisdom to conserve 
all assets for the purpose of strength- 
ening the company’s competitive posi- 
tion. He also declared that the curve 
of unit production at the various units 
turned sharply upward in March of this 
year and has continued upward, stand- 
ing at an increase of 11% per cent 
compared with last year. He also de- 
clared that inventories of finished mer- 
chandise are at the lowest point since 
stock delivery operations were under- 
taken in midsummer, 1928, and the 
backlog of uncut orders on hand is 
greater than at any time during the 
past 18 months. 








THREE SMART KIDS 








Meaning the shoes, of course. Three 

new summer patterns displayed by 

models of the Kid Leather Tanners group 
at one of the New York race tracks 
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20 Per Cent Pairage Gain 


KaNnsAS City, Mo. — “Business has 
been good with us the last six weeks,” 
says F. S. Boop, manager of the G. R. 
Kinney & Company’s store at 922 Main 
Street. A 20 per cent increase in num- 
ber of paims of shoes is the way their 
May business this year lined up with 
that done a year ago. 

“This is the biggest white season for 
us in ten years,” he said, adding that 
he finds the big difficulty is in getting 
enough shoes in to meet the demand. 
“Men’s sport shoes are selling as fast 
as we can get them. Seventy-five per 
cent of the sport shoe business is in 
the black-and-white combinations.” 

The 37th anniverary sale, lasting 
from May 23 to June 9, went over big 
in this store. 


Florsheim Earnings 


CHIcAGO—The Floresheim Shoe Com- 
pany in its semi-annual report for the 
period ended April 30, shows net profits 
of $414,852 after all charges and Fed- 
eral taxes, equivalent to 75 cents a 
share on outstanding Class A common 
stock, and after providing for the re- 
tirement of 33,580°shares of 6 per cent 
cumulative preferred stock and the can- 
cellation of 962 shares purchased for 
retirement, and following dividend re- 
quirements on the remaining preferred 
stock. 

The net also makes available 37% 
cents a share on Class B common stock 
outstanding. 


Diamond Dividend 


NEw York, N. Y.—The Diamond 
Shoe Company last week declared a 
quarterly dividend of 37% cents a share 
on the common stock. This eompares 
with a dividend of 50 cents a share, de- 
clared on the common stock for the first 
quarter of this year. The second quar- 
ter dividend is payable on July 1 to 
stockholders of record June 19. 

At the same time the regular quar- 
terly dividend on preferred stock of 
$1.6214 was declared. 
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> ON THE SELLING END <« 


News of the Travelers and Sales Activities 


eaneiane 





semen 


To Dispense Hospitality 

John S. Whittemore, president of 
the Boston Shoe Travelers’ Association, 
has announced the personnel of several 
more committees whose business it will 
be to see that everyone has a good time 
at the outing to be conducted by the 
travelers as part of the hospitality pro- 
gram during the Boston Show and 
Leather Fair, the week after July 4. 

The membership of the golf tourna- 
ment, in charge of the tournament to 
be held at the South Shore Golf Club 
in Hingham, already has been pub- 
lished. Other committees follow: 

Dinner Committee—Charles O. Quim- 
by, chairman; Sydney L. Curry, C. E. 
Joss, Waldo M. Oakman, A. F. Jones. 

Tickets and Transportation—T. A. 
Delany, chairman; William Noll, H. P. 
McNulty, Charles W. Morrill. 

Sports and Prizes—T. E. Murphy, 
chairman; George J. Loveley, James G. 
Lunney, Thomas H. Meade, Jr. 

Entertainment Committee—Harry P. 
Hunter, chairman; P. J. Barry, James 
E. Stevens, Frank B. Morrow, John M. 
Travers, C. N. Coggswell, Byron M. 
Brewer. 

Reception Committee— Harry P. 
Lynch, chairman; Arthur G. LaBonte, 
John J. Whalen, J. Goddard Brown, 
Arthur Simpson, D. J. Tobin, Ira F. 
Libby, Arthur P. Guild, Charles T. 
Walls, John T. Winsor. 





Sport Shoes Increase 


BrockTtoN—Brockton firms are wind- 
ing up the last few weeks of the manu- 
facturing season with highly satisfac- 
tory sales in retrospect—also in pros- 
pect. Sport footwear, of which Brock- 
ton turned out more pairs last year 
than at any other period in its history, 
will show a further increase this year. 
Manufacturers who ,have been watch- 
ing closely the production by types of 
shoes made, estimate that by July 1 
Brockton will have exceeded its last 
year’s production of sport footwear by 
at least 15 per cent. 





New Coon Salesmen 

The W. B. Coon Co., Rochester, N. Y., 
announces the appointment of Frank 
B. Kenyon as sales representative in 
West Virginia and eastern Ohio, and of 
F. A. Zorn in northern New York, the 
latter succeeding Herbert V. Lane, who 
remains with the company as stylist. 





Record Business Day 

St. Louis —Frank Rice, president of 
the Rice-O’Neill Shoe Company, states 
that on Monday, June 6, they received 
the largest volume of orders they have 
ever received in one day since they be- 
gan business. 








Travels in Mid-West 

Charles J. De 
Marais, now rep- 
resents the Wm. 
B. Johnson Shoe 
Co. of Dixon, IIl., 
in the States of 
Ohio, Michigan 
and western 
Pennsylvania. 

Mr. De Marais 
spent the greater 
part of his life 
specializing in ju- 
venile and junior 
shoes, having 
been associated for 13 years with the 
J. I. Melanson Company and later with 
the Scheiffele shoe factory in Buffalo, 
N. Y., a branch of the United States 
Shoe Company of Cincinnati, Ohio. 

During this period he traveled Ohio 
and Michigan territory and his many 
friends in that section welcome his re- 
turn. He is in the territory now with 
his new line of Wm. B. Johnson Shoe 
Co. shoes. 


Covers New York City 

Bere al Edward J. 
Muehsam, now 
selling in New 
York City for 
Ault - Williamson 
Shoe Company of 
Auburn, Me., is 
aided by six 
years’ experience 
in Brooklyn, New 
York City, Long 
Island, other 
parts of New 
York State, New 
Jersey and Con- 
necticut as a 
representative of the Emerson Shoe 
Manufacturing Company. 

Mr. Muehsam is one of the newer 
salesmen to travel for Ault-Williamson 
with the Constant Comfort and Stylite 
Hand Turn line, and is also selling Ann 
Elise and Air-Tred Welts manufac- 
tured by Ault-Shackford Shoe Com- 
pany, of Auburn. 

He is a member of the American Le- 
gion and of Progress Lodge No. 1041, 
F. and A. M. His favorite recreations 
are baseball and basketball. 





Charles J. De Marais 
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Edw. J. Muehsam 





Transferred to Coast 

Lawrence Hord, who has been cover- 
ing Mississippi, Alabama and Tennes- 
see for Johnson, Stephens & Shinkle, 
has been transferred to the Pacific 
Coast. Ray Jackson, formerly with 
Julian & Kokenge Company, has taken 
on the Johnson, Stephens & Shinkle 
line to cover Mississippi, Alabama and 
Tennessee in Mr. Hord’s place. 
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Stetson Sales Session 


The semi-annual Stetson Shoe Sam- 
ple Feste and Sales Conference was 
held recently at the factory of the Stet- 
son Shoe Co., in South Weymouth, 
Mass. The sales force met with the 
department heads and executives of 
the factory, and reviewed the work of 
the last six months. They then pre- 
viewed the new sample line, the new 
stock line and heard from various fac- 
tory heads as to new developments in 
shoemaking, finance and advertising. 

Among the Stetson salesmen pres- 
ent were B. M. Brewer, New York and 
Pennsylvania; John W. Melville, Mid- 
dle West; A. M. Roberts, Ohio, Indiana, 
Michigan and New York; S. W. Mer- 
rill, New England; W. B. Morrison, 
South and Southwest; A. W. Little, 
president and export manager of the 
company. 

One of the leading subjects for dis- 
cussion at the meetings was the light- 
weight construction that has been used 
in Stetson Shoes for a number of years. 
This construction, it was pointed out, 
permits the building of welt shoes for 
women that have been proven 17 per 
cent lighter in weight and 40 per cent 
better in service. Stetson Shoes made 
this way will do considerable toward 
building up business for Stetson re- 
tailers. Every salesman will have a 
complete sample line and is firmly con- 
vinced that his business will show a 
substantial increase during the next 
six months. 

Following the sample feste meet- 
ings, the gathering adjourned to the 
South Shore Country Club in Hingham, 
where after a buffet lunch on Friday, 
June 5, a golf match was played be- 
tween factory forces and the salesmen. 
The factory won the match by 26 
points. 

The sales department team comprised 
E. T. MacBride, B. M. Brewer, J. W. 
Melville, A. M. Roberts, W. L. Brady, 
G. L. Harger, A. K. Forrest and R. H. 
Haviland. The factory team—Stanley 
Heald, John Williams, E. Veazie, 0. 
Wirkala, F. Loud, S. Robinson, E. Ol- 
son, R. Griffin. 

Walter Brady of the sales depart- 
ment won the prize for best low score 
with a 96. 

A lobster supper followed the golf 
match and officially closed the sample 
feste. 





Schweitzer Heading West 

Solly Schweitzer, Coast representa- 
tive of Rich Vogel Shoe Co., Milwaukee, 
was in Chicago Saturday, June 6. He 
is heading west on the 9th with the new 
line of samples. 





Arthur Golden with Avenue Shoe Co. 


Arthur C. Golden has become asso- 
ciated with the Avenue Shoe Company, 
St. Louis. He will carry their line in 
New England and New York. Mr. 
Golden was formerly with the Julian & 
Kokenge Company and handled this 
line for eight years. 
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The Heel for the Man Who Cares 


The discriminating man prefers GAC Cushion 
Heels on his shoes. Their neat appearance gives 
shoes an added touch of smartness. The scientific 
“cored” construction preserves the style lines of 
the shoe longer. Their cleanliness (no holes to 
carry gravel indoors) appeals to the fastidious. 


Look for the 


au“ D” 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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So ee oe 


WHERE TO BUY 
Men’s Shoes 





M.A. PACKARDCO., 
—— BROCKTON 





NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 














Richards & Brennan Co. Randolph, Mass. | 





AST WEYMOUTH,MASS. U.S.A 





tn Stock Service eit 
. F. M. HOYT SHOE CORP. 
@simes ‘56. Manchester, N.H. 








“A MAN’S DECISION” 


THE 


Men’s 
Fine 
oes 
Old 
Colony 


Shoe Co. 
Boston—183 Essex Street Brockton, 








N. Y.—915-917 Marbridge Bldg. Mass. 





fade STEADY PROFITABLE 
— IS WANTED, SELL- 


. > 








>» ABOUT PEOPLE q 


On Long Trip 

New York—Charles Henry Brown, 
inventor of the Arch Preserver Shoe, 
left New York on May 31 on a several 
weeks’ trip through the Middle West, 
Southwest and the Pacific Coast, stop- 
ping at the principal cities en route. 

On this trip Mr. Brown will check 
the style trend in women’s shoes 
throughout the important cities for the 
purpose of seeing whether it is mani- 
festing itself in the West as it is here 
in the East. According to Mr. Brown 
there is a definite trend among women 
between the ages of 18 and 30 to adopt 
sturdier shoes in the way of strength 
of construction and lower and larger 
heels. There also seems to be a greater 
interest shown on the part of mothers 
in the selection and fitting of shoes for 
children than has ever been noticed in 
the past. 

Another line of observation on the 
trip will be to learn from Arch Pre- 
server dealers any suggestions they 
have to offer for the betterment of the 
already extensive business promotion 
plans which are in operation by fac- 
tories making Arch Preserver Shoes 
and to take to these dealers a very en- 
couraging message regarding the out- 
look for business in the near future. 
There is a very material improvement 
in the shoe business from Mr. Brown’s 
point of view, and he is confident of 
creating a real and definite enthusiasm 
among dealers and salespeople with 
whom he comes in contact. He will 
inform them that experiments have 
been completed for the purpose of car- 
rying out a number of important im- 
provements in Arch Preserver Shoes 
for the near future. These improve- 
ments have to do both with modeling of 
the last and the construction of the 
shoe. 

One matter which will be of interest 
to those on whom Mr. Brown will call 
is an option which he has just secured 
on an invention brought to him by a 
well known Italian architect in New 
York. This gentleman, during a vaca- 
tion taken from his business, undertook 
to develop various improvements im 
shoes for his own special comfort and 
that in which Mr. Brown is interested 
s “Metalsole,” a thin strip of corru- 
gated chrome-nickel-steel which is in- 
serted between the soles of the shoe. 
“Metalsole,” according to Mr. Brown, 
will be valuable as a preventive for 
accidents and will materially lengthen 
the life of the sale. 

Mr. Brown will visit the following 
cities on his trip: Rochester, N. Y.; 
Cleveland, Ohio; Detroit, Mich.; Chi- 
cago, Ill.; Omaha, Neb.; Kansas City, 
Mo.; Topeka, Kan.; Oklahoma City, 
Okla.; Ft. Worth, Tex.; Dallas, Tex.; 
El Paso, Tex.; Phoenix, Ariz.; San 
Diego, Cal.; Los Angeles, Cal.; Pasa- 
dena, Cal.; Carson City, Nev.; Reno, 
Nev; Sacramento, Cal.; San Francisco, 
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Cal.; Portland, Ore.; Tacoma, Wash.; 
Seattle, Wash.; Spokane, Wash.; Hele- 
na, Mont.; Bismarck, N. D.; Minneap- 
olis, Minn.; St. Paul, Minn.; Madison, 
Wis.; Milwaukee, Wis.; Chicago, IIl.; 
Indianapolis, Ind.; Dayton, Ohio; Co- 
lumbus, Ohio; Pittsburgh, Pa.; Allen- 
town, Pa.; Philadelphia, Pa.; Balti- 
more, Md.; Washington, D. C.; New 
York City. 


ON THE BOARDWALK 


Murray Saks of the M. J. Saks Shoe 

Corp. (left) and Mr. and Mrs. Fred 

Perlberg at Atlantic City, where Mr. 

Perlberg, now operating the two Cour- 

daye stores in New York was recuperat- 
ing from a recent illness. 


Install Officers 


KANSAS City, Mo.—The Kansas City 
Shoe retailers installed their officers for 
the coming year at the banquet held 
June 11 at the Phillips Hotel. Walter 
J. Packwood, manager of Kline’s store 
and newly elected president of the Kan- 
sas City Retail Merchants Association, 
was the principal speaker. 

H. C. Vollrath, Jr., is the incoming 
president and “Spike” Arnold, retiring 
president. J. A. Cox is first vice-presi- 
dent and E. V. Becker, second. R. M. 
Laudon becomes secretary and treas- 
urer. 

The directors for the year are: W. E. 
Collins, I. E. Cox, J. J. Jaffey, K. A. 
Hemmingway, W. E. Brown and J. J. 
Schroeder. 

This was the last meeting the asso- 
ciation will hold until fall. 


E. F. Weske Dead 


MILWAUKEE, WIs.—Emil F. Weske, 
vice-president and superintendent of 
the Rohn Shoe Manufacturing Co., died 
at his home here June 4 after a three 
months’ illness. Besides his widow, Mr. 
Rohn leaves two daughters and a son, 
all of Milwaukee. Burial was in Trinity 
Cemetery. 
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Window Trimmer’s 
Special toe form show- 
ing width adjustment 
for easy insertion and 
removal. This adjust- 
ment also provides for 
differences in shoe 
widths. 














A. ppearance... how 
IMPORTANT! 


I these days of close buying and keen competition, 
details cannot be overlooked. The shoes you put 
in your windows may be the last word in style—the 
materials may be of the best—but unless they are cor- 
rectly formed their individuality is often lost to the 
window shopper. 


Why take this chance when it’s so easy to make your 
display models more attractive? We have made up a 
special assortment of Fairy Forms for this special use. 
They are white short-vamp forms which we call the 
Window Trimmer’s Special. Twelve pairs of these 
adjustable forms . . . two pairs of each of our six 
standard lasts . . . cost you only $4 a dozen. If 
your jobber can’t supply you, order direct. 


SHOE FORM COMPANY, INC., Auburn, New York 


PROTECTED BY AMERICAN 


Licensed Manufacturing Branches: Northampton Paris Frankfort Melbourne 
UNITED LAST CO., Ltd., Montreal, Que. England France Germany Australia 
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C. P. FORD & CO., 
ROCHESTER, N. Y. 


The woman of today demands style first, but millions of women must have 
comfort, so we designed Archetype footwear, a combination of style and arch 
shoe, to meet the requirements of both the woman who demands style and the 
woman who must have comfort. 


Archetype shoes are not high priced, nor are they built down to a price. 
Merchants who feature Archetype tell us that they are priced right and built 
right so that once a woman wears these shoes he has made a permanent Arche- 


C. P. FORD & CO., INC. 
Rochester, N. Y. 


DETROIT: Hotel Tuller, Mr. Ray Wegman 
CHICAGO: 1815 Republic Bldg., Mr. Ray McCarthy 
NEW YORK: Marbridge Bldg., Mr. Jack Galway 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 


li ei i i ei ti hi i i id 





| Moshenrose. 












W. 8S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 
MEN and BOYS 
HANDTURNED 
$2.00 to $2.85 

Bosten Office: 501 Statler Bldz. 








Price, $3 $2.10 to — 
IN STOCK 





No. 1434—Tan 
Kid Everett 





3. L. B. EVANS SON CO., Wakefield, Mass. ew 





SPOT DELIVERY 
ON SPORT 
SANDALS 





Roman 


Solid white, blue, green, and yellow. Also in com- 

binations. 

= sandals are built as well as the high priced 
es. 

RESTFULL SLIPPER CO., 663 Bway., New York 











Boudoir Slippers In Stock 
eg VALUES 
a 3 to 8 
Style 814—Wos. Blk. 
id Turns...$1.00 
Style 805—Wos. Bik. 
Kid ‘Turns. 1.25 
“Every Pair One and 2-strap 
Guaranteed” Hy al In Stock 
Sans CE. — - » INC. 
i | et ‘Site 
241 No. Lith St., Philadelphia, Pa. 
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WHERE TO BUY 


Shoe Accessories 
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EASE CALLOUSES with 
IDEAL FE 


Metatarsal «Buttons 


Specifically shaped, they are eor- 
nd large. Also cairopodist tele “ane and _— 1. 
. s’ felt, mixed and all woo! 
One pound papers of 4%”, 4%” and %”. 


Security Shoe Finding Mfg. Co. x 
3 & WELLS sr. CHICAGO 





Bevis Buys Department 


Pomona, CAL.—D. A. Bevis, operator 
of the shoe department at Wineman’s 
Department Store, Huntington Park, 
Cal., has purchased the shoe depart- 
ment of the Orange Belt Emporium 
here and will operate it at the same 
location under the name of Bevis & 
William F. Moshenrose 
will be in active charge of the depart- 
ment, to which has been added a pop- 
ular priced line of children’s shoes. 


R. H. Armstrong Dead 


St. Marys, On1io—R. H. Arm- 
strong, aged 74, a retail shoe dealer 
here for 45 years and one of the 
oldest merchants in this part of the 
State, died recently after a four-day 
illness from a heart attack. He had 
not been in good health for the past 
four years. He was born in St. Marys 
and spent his entire life here. He 
leaves his wife and five children. 


To Continue Business 

Des MoINEs, IowA—J. T. Slifsgard, 
who purchased the Rislov shoe stock in 
Northwood, Iowa, several months ago 
to close it out, has decided to remain in 
business there. He plan to reopen Aug. 
1 with a new stock. 








>» TRADE DOINGS 4 








International Enters New Price Field 


St. Louis.—The Avenue Shoe Com- 
pany branch has been formed in St. 
Louis by the International Shoe Com- 
pany to feature high styled welt shoes 
for women, to retail at $8.50. These 
shoes will be marketed under the trade 
name “Trim-Tred,” and will be sold on 
such a basis as to show the retailer a 
very liberal mark-up, according to W. J. 
Harney, who is in charge of this branch. 

Mr. Harney is well known through- 
out the country for the work that he 
has done in promoting the sale of high- 
grade shoes for women and is particu- 
larly fitted for his new duties. 

Herbert E. Dunbar, who has an en- 
viable record as a successful designer 
of high grade shoes, is collaborating 
with Mr. Harney in styling the new 
line. 

Mr. Harney is also assisted by J. E. 
Ingram, who has been with Interna- 
tional for several years, having’ gained 
experience both in the manufacturing 
and selling end of the business. 

The following sales representatives 
are now in their territories: J. Roy 
Fleming, on the West Coast; Earl 


LT Moore, in Indiana, Illinois, Kentucky 
and Michigan; Joe H. Reinhart, in Ohio, 


Pennsylvania, Maryland, West Vir- 


ginia, New Jersey and the larger east- 
ern cities; Bert Bishop, Wisconsin, Min- 


nesota, North Dakota, South Dakota, 














Iowa, Missouri and Kansas. 








CORRECTION 


Through an error, the price of Buster Brown 
Tread Straight Play Oxford No. F956 for 
misses was quoted at $2.50 in the Brown Shoe 
Company advertisement in the Recorder of 
June 6th. 

The price of this oxford is $2.60. 





aR 





“Coward” Settlement 


NEw YorK—Settlement of the court 
action between Lane Bryant, Inc., and 
Julius Grossman, Inc., over the use of 
the name “Coward,” begun in May, 
1930, shortly after the purchase of the 
Coward shoe business, has been reached. 
Details of the settlement have not been 
made public, but it is understood that 
the Grossman interests are not to use 
the word “Coward.” No money was 
involved in the settlement, which was 
reached out of court before the date 
set for the filing of briefs with Supreme 
Court Justice Carew. 





Freeman Producing 


FRAMINGHAM, MAss.—The recently 
organized Freeman Shoe Company, Inc., 
is now in production here in the quar- 
ters formerly occupied by the R. H. 
Long Company, and is producing 75 
cases a day of women’s novelty McKay 
shoes. Joseph Freeman heads the fac- 
tory production department while I. 
Isenberg heads the sales department. 
M. D. Nexon, former vice-president of 
the Agoos Kid organization, is heading 
the financial and leather buying de- 
partments. 


Agoos Consolidation 


BostoN—Under the name of the 
Agoos Leather Companies, Inc., the 
Agoos Kid Company, Inc., Lynn, and 
the S. L. Agoos Tanning Company, Inc., 
Salem, have been consolidated. Sales 
offices and headquarters for the consoli- 
dated interests will be maintained at 
145 South Street, Boston. The Agoos 
Kid Company has been a leading pro- 
ducer of kid leather while the S. L. 
Agoos Tanning Company has been pro- 
ducing calf leather. 





Seeking Space 


HAVERHILL, MAss.— Numerous in- 
quiries for shoe manufacturing space 
have been received in the local industry 
the past week from prospective turn 
shoe operators. Negotiations are now 
being concluded by a Lawrence con- 
cern, now engaged in the manufacture 
of both women’s McKays and turns, to 
transfer the turn business to this city. 
The company will make 25 cases daily. 


_ A Manchester, N. H., enterprise is also 


making inquiry relative to making pop- 
ular-priced turns here. Similar in- 
quiries are reported in the Newbury- 
port section, the condition indicating an 
expected boom of $5 turns. 






46 Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, June 20, 1932 

















— 








In Stock 
The ORIGINAL 


EDUCATOR SHOES &, 


ONLY THE ORIGINAL EDUCATOR WILL 
SATISFY YOUR CUSTOMERS 
Remember there are loyal EDUCATOR CUSTOM- 
ERS in every community. This trade belongs to YOU. 


There are EDUCATOR SHOES for the Entire Family 
as the Catalogue will show. 





BENT BONES STRAIGHT BONES 
that were bent that grew straight in’ 
by Pointed Shoes EpucaTor SHOES 


\ 4 


Write for Catalogue NOW 


Width AtoEE = EDUCATOR SHOE CORP. of AMERICA 
me: St 30 225 W. 34th St., New York, N. Y. 


Made in our 
Brockton Factory 











Wiis 


Attractive rs ‘ : THE TOUCH wee ere 


PATRONS APPRECIATE 


P t e by F, Now — beautiful, expressive American Seat- 
rice 1¢ ets ae : ing Company fitting chairs add to the dis- 
mn & tinctiveness of your shop environment—give 

- hy ita charm and individuality that better pa- 

9 trons appreciate. Our free booklet, ‘‘New 

Styles in Shop Seating,” shows you how seat- 


ing helps sell more shoes. Please send for it. 


Actual size, Light American Seating Company 


and Public rte: arg . ' 
k General Offices:14E.JacksonBlvd., Chicago, Ill. 
der, Black figures e | BRANCHES IN ALL PRINCIPAL CITIES 


—32 differ. 


Blue or Laven- i Makers of Fine Seating for Schools, Churches 
: 





ent prices— 
$1.50 to $16.50 
15c per dozen 
12 doz. — $1.25 
24 doz. — $2.00 


Check with Order, 


Please 


S SERVICE DEPT. Settee 9513—New in design— 
1334 Republic Bldg. Chicago, Ill. in “-. ben en 
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WHERE TO BUY 


Shoe Forms 


rl ll i ee li i 


TFatry JOrmMs 


for. Shoes and Hosiery 


made of white, 
transparent or colored 


FAIRYLITE 
ell Pe Auburn, N. Y. 
ASG hE Ss SS 
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WHERE TO BUY 
Fine Sport Shoes 


cil ll ll ee 


SAN LINE SPORTIEST OF 
SPORT SHOES 


“A me Away You Know Them” P 
un Deckers H 
L 





SAN OKA 
A Cottenabto origination unequalled 
eneral sportswear, and -highly 





favered by wonen who travel | 
rubber soles, 
" OATALOQUB ON REQUEST A 


ll a ll et et eh ia i Ri li eid 


WHERE TO BUY 


Women’s Shoes 


i i i le ee hed 













Quality 
Predominates 


Write 
Direet. 


rg A SANDALS, INC. 
420 West Roth St., New York City 








HAND TURN PUMPS 
PATENT OR CALF 
19/8 HEEL 
AA TO C, 2% TO 8, $4.25 
In Stock 
ROTH SHOE CO. 
Manufacturers 
52 N. Fourth St. 
Philadelphia 








































ONCE A YEAR 

















Store spirit is something more than a name at the R. H. Fyfe store in Detroit. The 
store has a Fellowship Club which lives up to its name. Once a year the Club throws 
a big party. Here is the picture of the 1931 jamboree—dinner, entertainment and 
dance, held at the Hotel Tuller Roof Garden recently. It was one grand success and 


rated a full page in “Fyfe’s Fellowcraft,” 


the official publication of the club, for June, 


with appropriate commendation for G. Henry Sauer, chairman of the entertainment 
committee which arranged the party. 


ceecemataiaies 





Another Chain Tax 


Cuicaco—A chain store bill was 
passed unanimously by the Illinois 
House of Representatives on June 12. 
The vote was 135 to 0. 

The bill provides for the imposing of 
a license fee of $25 on the first three 
stores under one ownership and a li- 
cense fee of $1,000 on each additional 
store above three. 

It covers food products, wearing ap- 
parel, manufactured products, furni- 
ture, hardware, meats, groceries, drugs 
and tobacco. Violation of the provi- 
sions of the act is to be punished by a 
fine of not less than $1,000 and not 
more than $5,000. 

If passed by the Senate and ap- 
proved by the governor, it will become 
effective Oct. 1. 








>» WHAT'S SELLING? 4q 








Whites in Birmingham 


BIRMINGHAM, ALA.—The Birming- 
ham market for shoes is stable with 
Summer shoes in good demand. Some 
stores expect the best month in June 
that they have had this year while 
others are less optimistic. That busi- 
ness is gradually improving every day 
seems to be the opinion of practically 
every shoe store in the city. 

White shoes are sweeping the city 
by storm. Especially is this true of 
white suva mesh shoes which are being 
featured strongly by every store in the 
city regardless of price class. 

The Vanity Boot Shop has declared 
a good sale of black and white com- 
binations with solid whites in fabrics 
selling well. 

The style most in demand all over 
the city is pumps. The younger gen- 
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eration refuses to buy anything else, it 
seems. 

The fad for sandals has about faded. 
Several weeks ago, with the approach 
of the first hot weather, there were 
seen plenty of beach sandals in the 
downtown streets. Every shoe store 
featured them but it seems that the 
fad has faded as rapidly as it came. 

Woven sandals fashioned after the 
original Deauvilles, which were in big 
demand a couple of years ago, are still 
plentiful in popular prices. 





Whites in Des Moines 


Des Moines, IowA—All white shoes 
and white with trims were the order 
of the day in Younkers’ Capacity Day 
sale, featured in the basement shoe 
department, according to P. O. DeWitt, 
department manager. The record of 
this sale, one of the two such events 
conducted by this store during the 
year, was a good indication of what is 
selling regularly, according to Mr. De- 
Witt. 

Ties proved to be practically on a 
par with pumps in popularity among 
the white shoes. The white group in- 
cluded all white kid, white suva cloth, 
and white and black combinations. 

Imported sandals in white and the 
light Summer shades were also volume 
sellers, being also heavily featured in 
the promotion. 





Suede for Brogues 


Boston—Suede calf quarters are 
used on dress brogues for gentlemen, 
gray suede in combination with vamps 
of dull black grain calf, and fawn suede 
in combination with vamps of tan grain 
calf. The fox matches the vamp. The 
toes are not too broguey. The soles, as 
well as the uppers, are lighter. 
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INYOUR WINDOW 


The 4B Sample 


sells itself 


Can you sell 


the SAME SHOE | 
In AllSizes | 


rn tel 


re ; 
oe 


haze: his Aiea 


VERY woman outside the preferred 4B class is entitled to the same smart-looking 
and well fitting shoe, regardless of the size of her foot. The only perfect fitting size 

in the old method of hand broken lasts is the 4B - - other sizes are bound to be something 
quite different from the original for the hand and eye cannot be depended upon for 
absolute mechanical accuracy. The Coordinated Last and Pattern system allows you to 
offer your customers all sizes from 2 to 8 that faithfully retain the true proportions given 
the 4B model by the shoe designer. Every size, therefore, actually becomes a sample size. 


If your pattern maker cannot supply you with Coordinated Patterns, 
send your 4B models to us and we will have them made for you. 


COORDINATED LASTS and PATTERNS 


> i bn bo bo bb bo by by by by bp bo bo Le 














UNITED LAST COMPANY + BOSTON =: MASS. 
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WHERE TO BUY 


Children’s Footwear 








Children’s Fine Goodyear Welt Shoes 
Meade by 


THE GILBERT - co. 
THIENSVILLE, . 








THE ORIGINAL 


SUNBATH ACROBAT 


(Patented) 





IN STOCK FROM SIZE TWO CACKS 
THROUGH SIZE SEVEN WOMEN’S 


A Product of 


SHAFT-PIERCE SHOE CO. 


Faribault, Minn. 








MRS. DAY’S IDEAL BABY 
: SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 


“ve 


















CHILDRENS 
FOOTWEAR 
IN STOCK 

Builds repeat business 
Free Sty « Booklet on Request 
18 Main St, WILTON, MAINE | 







Genuine P 
Moccasins 
[6 1 BASS & CO. 











Leeman Remodeling 


KANSAS CITY, Mo.— The Leeman 
Shoe Store, 936 Main Street, will be 
remodeled this fall so as to provide 
room for a popular priced section. The 
store now occupies three floors. After 
remodeling, the first floor will be de- 
voted exclusively to showings of Vital- 
ity Health Shoes and kindred price 
lines; the second to popular priced foot- 
wear for women, and the third to of- 
fices. 

The recent sale of the shop to E. W. 
Leeman sees the discontinuance of the 
name of the Royal Shoe Store and the 
withdrawal of W. H. Toller from 24 
years in business here. He will still 
continue his ownership of the Royal 
College Shop at Lawrence, Kan. 

Mr. Leeman is also manager and 
buyer for the Cooper Shoe Store, 11 E. 
Twelfth Street. 





F. M. Hoyt Plans Completed 


MANCHESTER, N. H.—In the reorgan- 
ization and refinancing of the F. M. 
Hoyt Shoe Co., names long associated 
with this old-established New England 
manufacturing concern are brought to 
the fore again, together with others 
whose connection is of more recent 
date. 





MAJOR E. A. RAINEY 
Who Sells the Shoes 


General John D. Murphy holds the 
controlling interest and is treasurer of 
the new corporation. The other officers 
are as follows: President, Judson Han- 
nigan, of Boston; vice-president, Mal- 
colm E. Hoyt, of Manchester; directors, 
Hovey E. Slayton, of Boston; Judson 
Hannigan, M. E. Hoyt, General Mur- 
phy, Major E. A. Rainey and Alfred 
Junior. Hovey E. Slayton was elected 
chairman of the board. 





ALFRED A. JUNIOR 
Who Makes the Shoes 


The new concern will operate under 
the name of the F. M. Hoyt Shoe Cor- 
poration. Financing of the corporation 
was in the hands of General Murphy, 
who has raised the funds through the 
sale of Class A preferred stock. 

By this action Kidder, Peabody & Co. 
of Boston, represented on the board by 
former Gov. Charles W. Tobey and 
Lewis W. Hall of Boston as trustees, 
sever all financial connections. 
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The Boston brokerage firm began to 
provide the necessary outside working 
capital in 1927. With the reorganiza- 
tion of this house, however, notice was 
given the Hoyt company that no fur- 
ther financial assistance would be pos- 


sible. It was to meet this crisis and 
arrange for the future conduct of the 
corporation that the shareholders were 
called into special session. 

The new corporation has bought all 
the assets of the old company and will 
assume all liabilities. All outstanding 
engagements of the old company will 
be carried out by the new corporation. 

In the new set-up, Major E. A. Rainey 
will continue as sales manager and the 
selling organization will remain intact. 

Outside of the return of Mr. Slayton 
to the active directorship, the addition 
of Alfred A. Junior to the staff is the 
most important in the reorganization 
plans. According to Major Rainey, the 
retail shoe trade is evincing a keener 
appreciation of fine shoemaking than 
ever before, so the acquiring of the ser- 
vices of one of the best production men 
‘in the trade is a decided forward step. 
It is Mr. Junior’s job to make the shoes 
that the major sells. 

For the past seven years Mr. Junior 
has been with Florsheim as factory su- 
perintendent. Previously to that he had 
had 18 years of Brockton experience be- 
hind him. He is to have charge of all 
the manufacturing details of the men’s, 
women’s and riding boot plants in his 
capacity of general production man- 
ager. The lines have already begun to 
reflect his ability in putting a very 
high grade character of shoemaking 
into the factory’s popular priced shoes. 





Leather Payment Terms 


New YorK—Due to frequent misun- 
derstandings of the terms of sale con- 
cerning cash discounts and the length 
of the credit term, between sellers and 
some buyers of kid and cabretta leather, 
and to obviate such disagreements at 
the time of payment, and also to define 
clearly these terms for the future and 
mutual protection of shoe manufactur- 
ers and themselves, a group of the lead- 
ing producers and distributors of kid 
and cabretta leather have signed an 
agreement affecting cash payment 
terms. 

The agreement provides for the fo!- 
lowing maximum terms with the re- 
lated maximum discount: 5 per cent 
for payment of invoices on or before 
the 15th day of the first calendar 
month succeeding the date of ship- 
ment or 4 per cent for payment of in- 
voices on or before the 15th day of the 
second calendar month succeeding the 
date of shipment. No discount whatso- 
ever for payments after the 15th of 
the second calendar month succeeding 
the date of shipment, with an interest 
charge of 6 per cent per annum, start- 
ing from the 16th of the second cal- 
endar month following the date of 
shipment to the date of payment. 

The date of payment shall be estab- 
lished by the postmark date. 

The above becomes effective July 1. 








— FQ et ee OD her § M SI 


er ontwnes OMS 


bes 


ner wm we 


Machines and Men 


A locomotive is useless without steam. A watch is timeless 
unless wound up. Without the thought of human brains, 
and the touch of human hands, all the machinery in the world 
would merely represent so much waste metal. But metal, and 
mental mettle, make an invincible combination. Machines 
and men: men to create them, men to operate them, and men 
to keep them fit to do their daily job. This is the battle-front 
of any Industry, and the golden-key to profits. A machine 
has working hours. It is on the pay-toll. It is employed to pet- 
form a task. Its value is in what it does, how it does it, and 
most important, how much it does. Performance is every- 
thing. It cannot look at the clock, but it can cheat the clock. 
Machines, like men, often need “tuning up”. They are me- 
chanical athletes, it is essential to keep them in running 
condition. For the perfect machine and perpetual motion are 
results yet to be accomplished. It can be said, that our ma- 
chines have contributed to the business of building boots and 
shoes, an immeasurable dependability. That is a fine ideal 
for the Shoe Industry, or any industry. They are created to 
give a highly satisfactory performance, and our skilled 
mechanics keep them doing it. 
United Shoe Machinery Corporation 
Boston, Massachusetts 
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WHERE TO BUY 
Ballet Slippers 


Shee Co. 
fleid Av.,Chicago 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.25 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC, 
147 Duane Street 
New York City 














WKENDALL ano‘trr * 
BALLET 
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SLIPPERS 


WILL PROVE 
4 MONEY 













IN 
STOCK 
Ordere filled day recetood 
SEND FOR CIRCULAR DEPT. C. 


»% KENDALL SHOE COMPANY ~ 
a HAVERHILL, MASS. 
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WHERE TO BUY 
Slipper Ornaments 


os 




















Pompons 


BO WS Ornaments 


of Every Description for 
Boudoir Slippers 





The right merchandise at the right time 
Selid colors in stock—samples on request 


HY-GRADE SLIPPER SUPPLY CO. 
693 Broadway New York City 











Join Shoe Board 


New York—The following have be- 
come members of the Shoe Manufac- 
turers’ Board of Trade: Bressler, Shoe 
Co., Elbee Shoe Mfg. Co., Elmore Shoe 
Co., Inc., Kados Shoe Mfg. Co., Inc., 
Meyer Brés. Shoe Co., Inc., Schwartz 
& Benjamin, Inc. 





Use Showmanship with Shoemanship 
(CONTINUED FROM PAGE 29) 


Shoe Sale is on! Dress shoes, sport 
shoes, work shoes. Ever pair a super- 
value at the low sale price—the lowest 
in many years. ... Men who know 
the character and quality of our shoes 
will be quick to supply every shoe need 
now—and choose early while picking’s 
best. Give good descriptions of the 
groups or styles featured. 


Saturday mail a “reminder” post 
card, so that it will be received Monday 
morning. Use zig-zag border top and 
bottom, with the human interest sketch 
that appeared in the opening ad. 


(Date) 
Dear Friend— 

This is the final week of our Greatest 
Shoe Sale, which continues until Satur- 
day night (date). 

In values, variety and savings it ex- 
ceeds any sale we have held in many, 
many years. It offers exceptional op- 
portunities for every man, woman and 
child in your family. 

If you haven’t been in, we suggest 
that you come early in the week, and 
early in the day, if possible. The store 
will be less crowded. 

Yours very truly, 
(Store Name). 

P, S.—Please tell your friends, too. 
We will appreciate it, and so will they 
when they see the shoes and savings. 


Monday, for Tuesday, feature chil- 
dren’s shoes. Have a gift for every 
child who comes to the store on Tues- 
day. As a heading suggestion— 

Tuesday’s Children’s Day 
FREE Gifts for Youngsters 

Below the sketch of children playing, 
the rhyme: 

Do Sis and Brother need new shoes? 

Here are the finest; you can choose. 


Mothers will welcome this wonderful 
opportunity to get (Store Name) shoes 
for children at such big savings. The 
sale continues all week, but Tuesday is 
children’s day with a little gift for each 
youngster—so, try to come Tuesday! 


Tuesday, for Wednesday, another 
general ad, about the size of the open- 
ing ad, with this heading— 


Consider the Family Footwear Bill. 
See These Savings! 
Below the sketch of the woman show- 
ing a man shoes, the rhyme: 


You’ll wonder what 

I didn’t choose more 
When I tell you 

What I bought them for! 


To buy (Store Name) shoes at these 
low sale prices is the finest sort of foot- 
wear economy! The more there are to 
buy shoes for in your family, the more 
you'll appreciate the double saving— 
first, in the lowered prices; second, in 
the long service our shoes give. 


Wednesday, for Thursday, feature 
women’s shoes, using the sale layout, 





with the heading— 





Variety, Value, Style Savings in Our 
Sale of Women’s Shoes. 

Below the sketch of the woman look- 
ing at shoes, the rhyme: 

For sport or dress, business or street, 
Here are shoe values no one can beat. 

Fashion favored footwear for every 
occasion. All the wanted materials and 
colors—oxfords, straps, pumps, sandals. 
Not every size in every style, but a 
splendid variety and lower prices than 
you have seen in years for shoes of 
such fine quality 

Thursday, for Friday, feature men’s 
shoes— 

Only Two More Days of This Record- 
Breaking Shoe Sale! 

Below the sketch of the barefoot 
man, the rhyme: 

Unless you ramble in feet quite bare, 
Here are shoe savings you'll want to 
share! 

Shoes so good at savings so great 
make saving a pleasure. You'll pocket 
a substantial profit and enjoy the added 
satisfaction of shoes genuinely fine in 
materials and construction. Act NOW! 
This record-breaking sale ends Satur- 
day night! 

Friday, for Saturday, a general ad, 
men’s, women’s and children’s shoes, 
with the heading— 

Saturday: the Last Day of Our Great- 
est Shoe Sale. 

Below the sketch of the four figures 
walking, the rhyme: 

Be here Saturday without fail; 
Don’t miss the savings in this great 
sale! 

There’s still time—Saturday—to take 
advantage of the greatest shoe values 
that we have offered in many, many 
years. With such fine shoes so low 
priced now, you owe it to yourself to 
enjoy the pleasure, service and econ- 
omy that only good shoes can give. 
Open until ten o’clock Saturday even- 
ing—Come! Save!! 


In addition to these regular ads out- 
lined you could use several one-column 
three-inch ads daily, with an appropri- 
ate human interest sketch and one out- 
standing value in men’s, women’s or 
children’s shoes, using items not fea- 
tured in the bigger ad. 

When the 9-day sale is over, go over 
the stock and pick out all the odds and 
ends that must be closed out. The 
following week-end has a_ two-day 
“What’s Left Sale” or “Wind-up Sale” 
or “Odds and Ends Sale.” Make the 
prices low enough to assure complete, 
quick close-out. Some will have “au- 
tomatic price reductions,” starting 
prices below previous sale prices, and 
further reduced each day of the clean- 
up. 
The Model Sale Promotion Plan 
gives you a complete program for the 
promotion of a successful clearance. 
It’s up to you to carry on with 100 per 
cent enthusiasm, neglecting NO DE- 
TAIL. Be particularly careful to do 
the smaller things so important to a 
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“MANCHESTER” 
(Trade Mark Reg. U. 8. Pat. Off.) HOTEL 


Curved Jaw Nipper 
"ae || CCR OMEA 


7th AVENUE AND 5lst STREET, NEW YORK 


IGE cxnmpat omic LARGE SAMPLE 
inshde 6f chan Corved jaw. enables cutting elece to inecle. ROOMS FOR SH OE-MEN 


Made of high-grade tool steel, nickel plated. Specify Genuine 
Curved Jaw “Manchester” when ordering. 


ae Sane This hotel is well liked by the important 
F. W. WHITCHER CO. Boston, Mass.—Chicago, III. B z 
men in the shoe and leather industry. 


Located on Seventh Avenue, corner 51st 


BOOT AND SHOE RECORDER Street, virtually the heart of New York. 
TRADE MARK DIRECTORY 1000 LARGE ROOMS 
Each with Private Bath, 


THE LATEST AND MOST Ice Water, Servidor 
COMPLETE DIRECTORY OF AND RADIO 


TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED FREE GARAGE FOR PARTIES OF 
INDUSTRIES PUBLISHED TWO = MORE 
Rates from $3 Daily 


PRICE $1.00 
BOOT AND SHOE RECORDER S. J. Mitcuett, Manager 


239 WEST 39th STREET, N. Y. C. 





























Here is the Simplest, Easiest 
Way to Learn All About 
SHOES and LEATHER 


Make your spare time profitable. Learn 
quickly and easily all about shoes and 
leather. Know how shoes are made— 
their cut—the leathers used. Build up 
Gish cesetion oe your appreciation of shoes as merchan- 
longer sells merchandise. dise—of shoes in relation to the cus- 
The successful salesman tomer. All this information is given 
today sells the goods. To you in 
sell them, he must know 
Me foods Use The Shoe and Leather Lexicon 
ER LEXICON will give 
you a full knowledge of This wonderful little book that just fits 
shoes. Get a copy and your pocket has 83 pages of just the 
increase your eran 8 information you need every day. It will 
ability and your salary. extend your knowledge and increase your 
pay. Just printed in the Sixth Revised 
Edition. The price is only fifty cents 
_ cash with order. (Money order, currency 
or stamps accepted.) 
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WHERE TO BUY 


Sport Footwear 
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“SPORTSTER” 


Official Girl Scout Shoes 
204 Sizes and Widths In-Steck 
A. SANDLER 
184 Lincoln St. 

Boston, Mass. Est. 1889 








WHERE TO BUY 


Dancing Sandals 





DANCING SANDALS 
(ALSO _USED IN GYM 
CLASSES) 


Ne. 188.—Made in pearl, tan 
or black suede. 





BROOKS SHOE MFG. CO. 
Ritner and Swanson Sts., Philadelphia, Pa. 








Fewer Baseball Shoes 


PHILADELPHIA—There are many rea- 
sons for the decline in sales of boys’ 
baseball footwear during recent years, 
in this section, according to Mr. Smith, 
of M. A. Smith Sons, 600 N. Thirteenth 
Street, this city. 

Conditions have changed, and no 
longer does the average boy beg and 
coax for a pair of baseball shoes in 
order to join the neighborhood team. 

“Years ago,” said Mr. Smith, “there 
were numerous vacant lots in all sec- 
tions of the city where boys would 
cluster together and form ball teams. 
Today, these open spaces are rapidly 
being built up, and boys are forced to 
find other fields of amusement. 


Grieve Promoted 


COLUMBUS, OHIO—Robert A. Grieve, 
who has been office manager at the Co- 
lumbus distributing branch of the H. C. 
Godman Co., operating 11 shoemaking 
units in Columbus and Lancaster, has 
been promoted to manager of the Si- 
En-Tiffick line of shoes, one of the 
newer lines made by the company. He 
succeeds C. H. Greely who came to the 
Godman organization a year ago to 
start the line. 

Mr. Grieve has full charge of the dis- 
tribution of the Si-En-Tiffick shoes, 
which are becoming quite popular and 
% output of which is increasing rap- 
idly. 

He left June 7 for an extended east- 
ern trip. 

The semi-annual sales conference of 
the various lines of shoes and at the 
various distributing branches of the 
company were held the latter part of 
May. The 128 salesmen left for their 
territories immediately and, judging 
from initial orders business will be good. 








Boston to Give Impulse 
(CONTINUED FROM PAGE 25) 


The various directors and committees 
who have been responsible for working 
up this interesting 1931 program are as 
follows: : 

Executive Committee—William J. 
Fallon, president; Major Charles T. Ca- 
hill, director of exhibits; Charles C. 
Hoyt, treasurer; Thomas F. Anderson, 
secretary and managing director. 

Chairman of Publicity Committee— 
George M. Rand and Tolman Print, Inc., 
Brockton, Mass. 

Chairman of Hospitality Committee 
—John S. Whittemore, president, Bos- 
ton Shoe Travelers’ Association. 

Chairman of Ladies’ Outing Commit- 
tee—-Miss Helen M. Haney. 

The following are the official com- 
mittees for the Fair: 

Registration Committee—Thomas A. 
Delany, chairman; Harris M. Barnes, 
P. J. Barry, D. R. Carr, Jerre A. Crow- 
ley, Ernest T. Fogg, George W. Foster, 
A. P. Guild, John W. Higgins, L. A. 
Hunt, Charles E. Joss, H. W. LeFavor, 
Harry P. Lynch, E. S. Murray, H. P. 
MeNulty, William Noll, W. M. Oakman, 
C. O. Quimby, John S. Whittemore, 
John F. Sullivan. 

Committee for Golf Tournament— 
George J. Lovely, chairman, Dalton 
Shoe Co., Boston, Mass.; F. D. Arm- 
strong, Abbott, Armstrong & Abbott, 
Boston, Mass.; Albert N. Blake, Watson 
Shoes, Inc., Stoughton, Mass.; Frank 
M. Bohr, Boston, Mass.; Leonard Bur- 
dett; Burdett Shoe Co., Lynn, Mass.; 
L. B. Cubbison, J. H. Winchell Co., Na- 
tick, Mass.; Albert F. Doyle, Doyle 
Shoe Co., Brockton, Mass.; Clayton F. 
Emerson, J. H. Winchell Co., Natick, 
Mass.; Perley G. Flint, Field & Flint 
Co., Brockton, Mass.; Charles H. Fur- 
ber, BooT AND SHOE RECORDER, Boston, 
Mass.; D. R. Goodin, M. A. Packard Co., 
Boston, Mass.; Charles T. Heald, Stet- 
son Shoe Co., Inc., South Weymouth, 
Mass.; Charles S. Hoar, Heywood Boot 
& Shoe Co., Worcester, Mass.; John T. 
Hollis, Cushman Hollis Co., Boston, 
Mass.; Arthur D. Knight, Shoe and 
Leather Reporter, Boston, Mass.; W. H. 
Larkin, Stacy Adams Co., Brockton, 
Mass.; Paul O. MacBride, Milford Shoe 
Co., Milford, Mass.; Karl E. Mosser, 
Armour Leather Co., Boston. Mass.; 
Marshall: Nazro, Thompson  Bros., 
Brockton, Mass.; Lester E. Packard, 
Avon Sole Co., Avon, Mass.; Gould S. 
Pitcher, N. B. Thayer & Co., East Roch- 
ester, N. H.; D. F. Quigley, Conrad 
Shoe Co., Brockton, Mass.; Frank P. 
Rowbotham, Commonwealth Shoe & 
Leather Co., Whitman, Mass.; Guy E. 
Small, A. J. Sweet Co., Boston, Mass.; 
John L. Stanton, New York Last Co., 
Boston, Mass.; James H. Stone, man- 
ager, National Shoe Retailers’ Asso- 
ciation, Chicago, Ill.; Edrie R. Taylor, 
Taylor Last Co., Lynn, Mass.; George 
White, L. Q. White Shoe Co., Boston, 
Mass. 

Dinner Committee—Charles O. Quim- 
by, chairman; Sydney L. Curry, C. E. 
Joss, Waldo M. Oakman, A. F. Jones. 
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Tickets and Transportation—T. A. 
Delany, chairman; William Noll, 
Charles W. Morrill, H. P. McNulty. 

Sports and Prizes—T. E. Murphy, 
chairman; George J. Lovely, James G. 
Lunney, Thomas H. Meade, Jr. 

Entertainment Committee—Harry P. 
Hunter, chairman; P. J. Barry, James 
E. Stevens, Frank B. Morrow, John 
M. Travers, C. N. Coggswell, Byron M. 
Brewer. 

Reception Committee — Harry P. 
Lynch, chairman; Arthur G. LaBonte, 
John J. Whalen, J. Goddard Brown, 
Arthur Simpson, D. J. Tobin, Ira F. 
Libby, Arthur P. Guild, Charles T. 
Walls, John T. Winsor. 


Watch Your Pump Throats 
(CONTINUED FROM PAGE 37) 


of the throat and slip a piece of leather 
under the direct center line is one way 
to assure comfort to the wearer. 

Another outstanding house accom- 
plishes a comfortable throat line by a 
wedge-shaped piece of patent which 
slides at will under the throat line. 
This is adjustable and attached only at 
the base. As the foot slips into place 
the patent folds underneath. 

These pinching throats will be far 
more of a hazard in the fall than they 
are at present. After the sandal and 
fabric shoe has been discarded and the 
customer again turns -to the smooth 
fitting two-eyelet tie or built up pump, 
retailers will find that the measure- 
ments of throat lines have greatly in- 
creased. Puffy insteps are about the 
most uncomfortable foot ache that the 
average woman suffers. And there is 
no discomfort quite so unbearable be- 
cause of the tenderness of the soft 
flesh across the vamp line. 

In order to avoid the altogether too 
frequent trouble of cutting and biting 
throat lines, manufacturers’ should 
leather up the lasts now and change 
the patterns enough so that the foot 
may slip into place and stay there with 
a moderate amount of comfort. It is 
just a detail to the pattern maker but 
it is a serious matter for the manu- 
facturer and retailer and a matter of 
great consideration to the wearer. 

It has been found that shoes prop- 
erly fitted in the morning are sometimes 
a size too small by afternoon. Women 
who shop and who walk over the pave- 
ments constantly find morning foot- 
wear impossible to keep on by after- 
noon unless enough room has been al- 
lowed in the throat line to care for the 
natural expansion of active feet. 


Production Increased 

Boston—“Bill” Bresnahan is making 
the half turn of the jear by increasing 
from 1200 to 1500 pairs a day the pro- 
duction of the Bresnahan Shoe Co. at 
Boston and, what’s unusually interest- 
ing, is that the increase is being made 
without taking on any more floor space. 
A while ago, production was increased 
from 1000 to 1200 pairs daily, 
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Shoe Details 


Manufacturer, Retailer and Wearer 
are more conscious today than ever 
before of details. Each demands ap- 
pearance, quality and uniformity, par- 
ticularly in laces. 


-Forrg 
i =: 





Merino Mind 


Finished appearance, strength and | | | | 


beauty are assured in our shoe laces } 
and due to our long years of experience 
and control of manufacture through- 
out, those elements are expected by 
our customers. They have never yet 
been disappointed in us. Today the 
manufacturer expects lowest prices 
consistent with quality. Due to our 
control of manufacture from raw to 
finished product we stand prepared to 
meet the shoemaker’s needs. 























THE JOSCO FABRIC TIP 
—ae small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
been impregnated with our 
own exclusive solution to give 


SPINNING ROOM 


Tips may be either fabric, met- 
al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


it the proper rigidity and en- 
durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use, 
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Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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“SHOW CARDS THAI 


Ted Orr, of the Potter Shoe Co., Cincinnati, said recently: ¢) 
“Signs in the window are even more important than space in 
the newspapers, for there is the public looking at the actual 
merchandise, with no one to tell them a thing unless there are 
cards to tell the story.” 














* 
Two comments from our card service members: 
“We are absolutely sold on ‘Recorder Selling Messages’ as 
the livest show card service to be had today for the money.” 


“First of all we want to compliment you on our cards. They are 
an asset to the looks of any window and the wording is up to 
date and effective.” 











e 
The shoes you buy . . . and don’t sell . . . are the real expensive 
shoes. Chain stores have well planned trims with attractive - Yellow and orange road- 
display cards and tickets. ster, bright green and black 
Your windows are the best of all so-called consumer advertising, aaa statehite 4 ame. 
if your cards are there to say for you what you would like to say lee 
i he window-shopper about your store service J 
in person to the win ; Gentes tem 
Bach month’s set of cards is colorful, artistic, with die-cut top, sent on request: 
with hand-lettered selling messages, making it comparatively a 5 cards— Women’s Shoes | 
simple matter to make the window trim fairly alive with your 2 cards—Men’s Shoes 
bh invitation to come inside 1 card—Children’s Shoes | 
earty invitation to ‘ 1 eaulh-ladiens : 
Recorder Show Cards double the value of your window dis- 5 cards—On Store Service, | 
lays! Fitting, Quality, etc. 
Complete Service Sent on Request for Inspection and Trial. C) Without text—35c each 





Attractive, 
Colorful 
Hand-Lettered 
Price Tickets 


Im all denomina- 
tions 


D—Modernistie 8-Way, 
with gold’ edge, vot 
go! 1» OF 
red with black edge, 
on white. 
6 dosen, $1.60 
12 dosen, $2.60 
All other price tickets 
illustrated are in two 
or more colors, except 
“H,” whieh ie plais 





6 dosen, $0.85 
12 dozen, $1.50 
J—Adjustable clips for 
vy tickets. 1 S 
gross le 
1 gross $3.50 ] 
K—Shoe Carton Tickets. 
1.50 500. 
SEES Bor £3 | 
MANY OTHER 
PRICE TICKETS 
IN STOCK 
Financial Record | 
tems. 






Ask for Samples 
Check with Order 
ease 
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PULL SHOPPERS IN” 


Annual Display Card 
Service includes: 


“Store Window Bulletin,” supplies 
merchandising and display sugges- 
tions each month. cee , 
Special Cards, with wording as . THE 
wanted. ’ i WILL TO 
Exchange of Cards: Annual card ser- | a PLEASE 
vice subscribers may exchange any ape eae 
: : , Ni 
cards received for others of the cur- © > FITTING KNOWLEDGE. 
rent month whose texts better cover _ i AND WE 
their merchandising program. WILL TO PLEASE / 


Price Tickets: Blank tickets match- 
ing the current month’s cards, sup- 
plied free; neat tickets with prices as 
wanted, but which do not match the 


show cards, also supplied annual — aa - soil 
card subscribers free; tickets with —-- : 
prices as wanted which match the YOUR CHOICE OF HOLDERS 


d 50 100 additional. 
cena eis eneane Gold and Black frame and Oval base—burnished gold— 
base—3 color festoon 3 color trim 





le aes 





Exclusive Franchise is given with an- 
nual card service to one merchant in 
an average size town, suburb or city Either holder harmonizes with the finest of window display fix- 


shopping center. tures. 


COUPON 


BOOT AND SHOE RECORDER, 
Republic Bldg., Chicago, IIl. 


Please enter our order for the Recorder ‘Selling 

Messages” card service No. for one year, 

consisting of cards, each month and 

art card holders, with the first month’s service, be- 

ginning with cards for June for which we will pay 
per year, payable $ per month. For 

cash in advance full year’s service, 5% discount. 


Select the 
Service You Wish— 
Then Mail Coupon 


12 hand designed cards each month, each 
with different sales messages, die-cut tops, 
colorful, artistic, size 9 by 12 inches; with 
* 100 blank price tickets to harmonize with 
service cards each month (or with prices im- 
printed, selection of prices as wanted, 50c. 
per month additional). Also 6 card holders 
with first month’s service. 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 


Service (Cross out lines not carried.) 
No. 3 6 cards 
100 blank price tickets $3.00 50 blank price tickets 


4 card holders Monthly 2 card holders 


Printed Price Tickets:— 


Store Name 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
Republic Bldg., Chicago, Ill. 





288 8288 8888 22822828888 2288 2SE8 888888880888 8888888888825 
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THIS MAY BE 
YOUR OPPORTUNITY 



























SALESMEN WANTED 


SALESMEN WANTED 


FOR SALE 











Please give all details as to age, experience, past and present con- 


nections, when applying. 


Wanted three experienced salesmen to sell Wilbur Coon 
Shoes and a new line of high style cement shoes in— 
Minnesota and the Dakotas 


Iowa and Nebraska 
Kentucky, Tennessee and Alabama. 


W. B. COON CO., Rochester, N. Y. 











Representatives Wanted 


“Self-Starter,” the nationally known 
infants’ first walking shoe that knows 
no depression, is to be open in a few 
territories for next season. “Self- 
Starters” are being sold to thousands 
of aggressive shoe merchants by an ex- 
ceptionally high grade side line sales 
organization. Are you the live wire 
we are looking for? 10% commission, 
forty samples, light and easy to carry. 
Write for particulars. 


THE CARPENTER SHOE CO. 
Rochester, N. Y. 











SHOE SALESMEN wanted to carry our spats 
“” and shoe ornaments as a sideline. Please 
ore territory and _ references with reply. 

OLIS MANUFACTURING CO., 4248 
No. Crawford Ave., . Tl. 





WANTED live salesmen in following terri- 
tories: Colorado, Utah, Arizona, Wyoming, 
Nevada, Montana and New Mexico. Excep- 
tional opportunity for high grade men with 
established men’s Dress Shoe trade, retailing 
at $4.00, $5.00 and $6.00. Tremendous stock 
department. Give full particulars. Address 
C-520, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


H IGH grade salesman wanted to handle the 
well known line of ‘‘Dunlap’’ Men’s Dress 
shoes in Eastern and Southern territory. Es- 
tablished trade. In answering give full par- 
Se. CLINTON SHOE MFG. CO., Clin- 
ton, lowa. 





ALESMAN WANTED. For New Jersey 

and part of New York to sell popular 
price men’s and women’s welts. Must be thor- 
oughly familiar with the trade. Automobile is 
essential. Expense drawing account given 
against commission. For interview call Satur- 
day, June 27th or, Monday, June 29th at 
144 Duane St., New York City. Room 202. 
Metropolitan Shoe Sales Co. 





ALESMEN WANTED:—Allow us to send 

you a commission check each month that 
will take care of your auto expenses and hotel 
bills. We are doing this for a number of men 
who are selling our popular priced line of “Step 
Rite’ infants’ shoes as a side line. Good 
territory now open, all numbers in stock, 10% 
commission. If you are a go-getter, write to- 
day for details. C. H. HAWKES & SON, 
Rochester, N. Y. 





REPRESENTATIVES in Boston, Rochester, 
Cincinnati, Milwaukee, calling upon shoe 
manufacturers to carry a side line of shoe 
buckles on commission. Give references and 
full information in first letter. UNIQUE 
METAL PRODUCTS CO., 150 Spring Street, 
New York, N. Y. 





ALESMAN WANTED ffor Central West, 

South East and Eastern Territory. Men’s 
Work Shoes, Lace Boots. $5.00 and $6.00 ° 
Retail Dress Shoes. Commission basis. Firm 
established 1879. Give reference and full in- 
formation in first letter. Justin & Sons 
Inc., Box 218 Hempolia Station, Fort Worth, 
Texas. 








FOR SALE or rent. Modern Shoe Factory 
plant in a most beautiful town to live with 
plenty of the best experienced labor. Several 
men have made their fortunes here. This is 
your opportunity. O. H. Watts, Millers- 
burg, Pa. 





FOR SALE—General shoe store, established 
20 years; average business $40,000, located 
in middle western Illinois, city of 42,000; 
good surrounding trade territory. Can be 
bought very reasonable, good lease. Address 
C-506, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








LINE WANTED 





WANTED: By Retailer Women’s Arch Sup- 
port shoes on consignment to retail at $8.50 
to $12.50. Also line of Novelty shoes to retail 
at $6.00. Weekly Settlements. Address C-522, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





WANTED—Line of shoes for Pacific Coast. 
Can give satisfactory references. A. R. 
Harris, 1344 Carmen Drive, Glendale, Calif. 








FOR LEASE 








WANT TO HEAR from party interested in 
leasing LIVE LADIES SHOE DEP’T of 
six years’ standing, in city’s finest Ready to 
Wear store. Best location. Dep’t _ fully 
equipped. May be had by Aug. Ist. Only live 
concern, financially responsible, will be con- 
sidered. Address, The New Vogue, Water- 
town, South Dakota. 








HELP WANTED 





AN OFFER salesman handling cheap chil 

dren’s shoes sideline on strictly commission 
basis of low priced footwear for immediate 
delivery. All territories open. Address C-523, 
care Boot & Shoe Recorder, 239 West 39th St.. 
New York, N. Y. 





WE ARE LOOKING for a capable window 
dresser with a lot of experience in dressing 
windows for general family shoe stores. Must 
also have thorough knowledge of the shoe 
business. Apply Triangle Shoe Co., Wilkes 
Barre, Pa. 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified 
$1.25. When a box number is desired twelve words should be a 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
®FAdvertisements for this page must be in our New York office on Friday of the week preceding publication. @™ 


advertisements the rate is 7 cents per word. 


Minimum charge 


dded for the address. In all other cases each 
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AGENT WANTED 


MERCHANTS’ NEEDS 








What firm with distributing 
facilities is interested in acting 
as sole agent for German man- 
ufacturer of a sensational pat- 
ented non-metallic 


ARCH SUPPORTER 
for all U. S. A. or specific 
territories? Address reply to 


F. B. 364 Rudolf Mosse, Inc., 
Graybar Bldg., New York City. 

















BUSINESS OPPORTUNITY 





SALESMAN as Partner wanted by Mfgr. of 
Specialty Footwear. Ten to twenty thousand 
investment required. Address C-524, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 


PAT. NO. 1712420 


Kant-Slip De Luxe 
KANT-SLIPS vulcanize in with 
cement (not glue). 


KANT-SLIPS make pumps fit 
perfectly, assuring comfort and 
poise even when dancing. 


Shipped 36 pr. in Display Box—at 
15c. a pair. 


Ratcliff Products & Sales Co. 
Columbus, Ohio 











alg SHOE CARTON LABEL 


SPECIALISTS 


| a ani RICAN PRINTING “LABEL CO 


314-215 £121 St. CINCINNAT 


Micte N0W xot Samplk 








WANTED TO PURCHASE 











MERCHANTS’ NEEDS 





Pory Cup titts— 


for Price Tickets at any angle 


79 Gross $5.00 
7\ Half Gross $2.75 


Satisfaction 
Guaranteed 


M. D. POLLINGER CO. 
216 Holland Bldg. St. Louis, Mo. 





FOR SCHOOL OPENING 


GIANT ERASER PENCIL BOX 


Contains 3 col. Blotters, Pencil, 

Penholders, Pen Point and Ruler. 
Send 15c. for Sample. 
Distributors— 

Paramount Souvenir Adv. Co. 
350—4th Ave., New York, N. Y. 
Royal Souvenir Co., Inc. 

1613 E. New SEER Se Brooklyn, 











If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone Canal 6-4298 and 4299 








We are open te 
BUY FOR CASH 
retail steeks of SHOES—GENERAL MER: 
CHANDISE — Unexpired leases cssumed 
POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 0352 








HIGHEST CASH PRICES 
PAID 

Saas aat” en SLD 
Est. 1890 


MAX GLAUBERG 
327 Coes ate New York City 
: Canal 6-2632 











We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or . department 
stores. Leases assumed. 


Phone - Write - 
All matters strictly confidential. 


I. SIMON CO. 
101 Reade St., New York City 
Phone Worth 5922 Est. 1880 
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SEGALLE "SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


ARE BUSINESS GETTERS 
SEND FOR CATALOG 





Sports at Races 


NEw YorkK—Sport shoes came into 
their own among the spectators at Bel- 
mont Park last week when Twenty 
Grand won the historic Belmont Stakes. 
Black-and-white or tan-and-white sport 
shoes were the usual choice of well- 
dressed men, a great number of whom 
wore double-breasted gray flannel suits. 
The colored jacket and white flannel 
trouser sport outfit was usually accom- 
panied by brown-and-white or all- 
white buck shoes. 

Several pairs of plain brown buck- 
skin shoes were noted on men wearing 
brown flannel sports suits or beige 
flannel trousers with darker brown 
coat. 


Factory Sold 


HAVERHILL, MAss.—The Wright, Go- 
revitz & McNamara Shoe Co. was sold 
at public auction on June 6 to George 
Dwyer, Somersworth, N. H. Mr. Dwyer 
is a well known shoe man, formerly 
with the Bloomfield Shoe Co. of this 
city, and more recently with the Ruth 
Shoe Company, Salisbury, Mass. The 
new owner of the local plant plans to 
operate it at the present location, 93 
Essex Street, and continue the manu- 
facture of women’s medium grade Mc- 
Kay shoes. The name and goodwill ac- 
companied the sale of equipment. 


Bowdoin Expanding 


HAVERHILL, Mass.— The Bowdoin 
Shoe Company, turn shoe manufactur- 
ers, serving the A. S. Beck chain stores, 
is completing the second expansion 
made within the past year. The com- 
pany, located in the Witherell & Dob- 
bins Sunlight factory, Washington 
Street, has been one of the steadiest in 
the local industry during the past two 
years and has made successive in- 
creases in output. Albert Bowdoin, of 
the firm, is one of the city’s most prom- 
inent shoe manufacturers and _ style 
men. 











HOTELS 


HOTELS 


HOTELS 














An Entire Block on the Boardwalk, 
between New Jersey Ave. and St.Charles Place. 


# AMERICAN and EUROPEAN PLANS 


SUN DECK 


The largest and longest on the Boardwalk. 
Occupying an entire city block directly ‘facing 
The foremost point at sea, in 


ATLANTIC CITY 


the ocean. 


Sea Water Baths 
Concerts Daily 






































MERCHANTS’ NEEDS 











PRICE TICKETS 
Colorful—Attractive 
Any Selection of Price Desired 
A New sede aa Each 


ion 
Samples to Select from Sent on 
est 














Black figures, red trim on yellow 6-ply stock. 
Any Assortment You Need: 


$4.00 

2.25 

1.25 

0.25 

Other Price Tickets: 

(Samples on Request) 

24 dosen $2.50 

_ 1.50 

6 0.85 

1 ity 

Cheek with Order—Please 


Merchants Service Dept. 
Republic — 
‘0, ° 











Invents Football Shoe 


PHILADELPHIA—Brooks Shoe Manu- 
facturing Company, makers of sports 
and athletic footwear, state that they 
are enjoying a remarkably satisfac- 
tory business on a line of football 
shoes, the outstanding feature of which 
is a detachable cleat, the invention of 
Michael Goldenberg, one of the mem- 
bers of the firm. 

The construction is very simple, the 
cleat being screwed to a base that, in 
turn, is attached to a sheet steel mid- 
dle sole in the shoe. It, therefore, is 
absolutely firm and rigid. 

The advantages of the detachable 
feature are that replacing worn cleats 
is very easy and the substitution of 
cleats of different types according to 
the condition of the ground, either soft 
or muddy or hard, making the shoe 
more effective in each condition. 

There are no bolts holding the cleat 
to back up and hurt the foot and it is 
stated that it has been tested for the 
past two seasons and has the indorse- 
ment of many players and coaches. 


New Dalsimer Department 


PHILADELPHIA — Millard’s German- 
town store, Germantown and Chelten 
Avenues, this city, has discontinued its 
own brand of women’s shoes, and Dal- 
simer’s have installed a shoe depart- 
ment in this shop, sending their own 
salesmen from the Chestnut Street 
store to handle the work. 


White Operas 


MIAMI, FLA.— All local merchants 
agree that the white kid opera pump 
promises to be a popular summer shoe. 


60 


Hotel 
WINTHROP 


HARRY BURNETT, Mgr Dir, 
47% STREET 
LEXINGTON AVE. 

NEW YORK 


The location of the Winthrop com- 
bines residential luxury and transit 
convenience . .. All rooms are out- 
side and large, light and airy .. . 
Ample closet space, serving pantry, 
sink, and electric refrigerator with 
each suite . . . Main and private 
dining rooms. 


Single rooms with bath from $4 
single, $5 double. 
a day for this NS WY 8 


"3 room suite. \ 


N 
N y 
\ 


WS 








Second in popularity to the opera pump 
is the white oxford, and then comes the 
white strap. White is always popular 
in Miami, and this season is unusually 
so because women are realizing the wis- 
dom of thrift—and a white shoe will go 
with a wide range of costumes. 


Eighth Birthday 


M1AMI, FLA.—Grove’s Shoe Store, 44 
N. Miami Avenue, is observing the 
eighth anniversary of the establishing 
of the business in its present location. 
The store was opened in June, 1923, 
and the business has steadily increased 
since that time. This is a five-dollar 
shoe house, and during the past year 
in spite of economic conditions in Mi- 
ami, has enjoyed an excellent patron- 
age. -A. Johnson is the manager. 


Closing Branch 


Kansas City, Mo.—The F. E. Foster 
Company will discontinue its local 
branch store at Baltimore Avenue and 
Eleventh Street at the conclusion of 
the present sale, according to H. A. 
Dixon, manager. The clientele will 
continue to be served, however, through 
a representative who will display new 
lines here four times a season. 

F. E. Foster Company has had a 
store here for ten years. 
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THE Business 
BAROMETER 


Business Changes 


CALIFORNIA—Oakland—Kushins Bros. (15th 
and Broadway); boots and shoes; partnership 
dissolved ; succeeded by Charles Kushins. 


ILLINOIS — Alton — Alfred Weber (630 E. 
Broadway); boots, shoes, etc.; succeeded by 
Klaus & Tierney. 

Desplaines—Albert Bauman ; boots, shoes, etc. ; 
removed to Mt. Prospect, Ill. 


MASSACHUSETTS—Boston—S. L. Goldstein 
(122-28 Lincoln St.) ; wholesale boots and shoes; 
will move to 209 Essex Street, Boston. 

G & L Shoe Sales Co.; boots and shoes; busi- 
ness certificate filed by Jos. Garfinkle. 

Miller-Malcolm, Inc.; boots and shoes; 
authorized capital $25,000. 

The Treks Corporation; boots and shoes; 
authorized capital $150,000. 

Brockton—Craig Reed Shoe Co.; 
turers; voted to issue $5,000 pfd. stock. 

Haverhill—The Fowler Shoe Co.; manufac- 
turers; name changed to Morrill and Webster, 
Inc. 


NEW JERSEY—Jersey City—Byron & Siegel 


ine. 
ine. 


manufac- 


(122 Brunswick St.) ; 
ship dissolv 

NEW YORK — Brooklyn — Want More Shoes 
~ Z boots and shoes; inc. authorized capital 

Mt. Vernon—Solomon Shoe Co., Inc., 
and shoes; inc. authorized capital ‘$10 ,000. 

New York City—Adler Footwear, Inc. ; 
and shoes; recently incorporated. 

J. J. Illis Boots and Shoes, Inc. ; de boots, shoes, 
etc.; inc. authorized capital $10,0 

Queens—Shefters Specialty — “Ine. ; boots, 
shoes, etc.; inc. authorized capital $10,000. 

NORTH CAROLINA — Winston-Salem — Nor- 
wood-Davis Shoe Store, Inc.; boots and shoes; 
inc. authorized capital $50,000. 

PENNSYLVANIA — New Kensington — Lester 
Shoe Stores, yt j ene and shoes; inc. author- 
ized capital $20,0 

TEXAS — y oe Pass — Clendening’s, Inc. ; 
boots, shoes, etc.; inc. authorized capital $15,000. 

WEST VIRGINIA — St. Albans— The M. D. 
Jacobson Co.; boots, shoes, etc.; inc. authorized 
capital $10,000. 


boots, shoes, etc.; partner- 


boots 


boots 


Failures, Embarrassments, Etc. 


ALASKA—Juneau—Joe Kelly; shoes, 


etc.; reported assigned. 

CONNECTICUT—Bridgeport—Bertha Goodman 
(1897 Pembroke St.) ; boots, shoes, etc.; reported 
petition in bankruptcy. 

Samuel Schwarz (1265 State St.); boots and 
shoes; reported called meeting of creditors for 
June 8. 

ILLINOIS—Chicago—Glen Bootery; boots and 
shoes; reported petition in bankruptcy. 

Cydon Kravetz (State Boot Shop) (2726 Mil- 
waukee Ave.) ; boots and shoes; reported offering 
to compromise at 25 per cent. 

Max Shoe Store, Inc. (1811 W. 47th St.) ; boots 
and shoes; reported petition in bankruptcy. 

Age gre sommgge Ay Inc. (‘‘Sandler’s Shoe Co.’’) 
(318 S. Adams St.) ; boots and shoes; reported 
assigned 

INDIANA—South Bend—Alfred J. Klingle; 
boots, shoes, etc.; reported assigned. 

KENTUCKY — Louisville— A. J. Besendorf 
(1561 Bardstown Road); boots and shoes; re- 
ported offering to compromise at 50 per cent. 

MASSACHUSETTS — Watertown — Joseph E. 
Fowler & Son; boots, shoes, etc.; reported as- 
signed. 

MICHIGAN — Flint — Ethel A. Kunz (Grand 
Rapids Shoe Store) (500 S. Saginaw St.) ; boots 
and shoes; reported petition in bankruptcy. 

MISSOURI—St. ‘ Louis—Fair Shoe Co. (1240 
Biddle St.) ; boots and shoes; reported petition 
in bankruptcy. 

Joseph H. Lonn (‘‘Lonn’s Shoe Store’) (5181 
Easton Ave.); boots and shoes; reported peti- 
tion in bankruptcy. 

NEW JERSEY—East Orange—Louis Reitman 
(887 Main St.) ; boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

NEW YORK—Batavia—Joseph Di Napoli (306- 
08 Ellicott St.) ; boots and shoes; reported peti- 
tion in bankruptcy. 


boots, 


Brooklyn — Samuel Newman (647 Nostrand 

ve.) ; boots and shoes; reported assigned. 

Savoy Shoe Shop, Inc. (115 Graham Ave.) ; 
boots and shoes; reported petition in bankruptcy. 

Alexander Weinberg (836 Knickerbocker Ave.) ; 
boots and shoes; reported petition in bank- 
ruptcy; reported recéiver appoin 

ew York City—A. May, Inc. (956% West- 
chester Ave.) ; boots and shoes; reported called 
meeting of creditors for June 4. 

B. M. Rosoff (1035 Second Ave.); boots and 
Fy J reported called meeting of creditors for 

une 

Niagara Falls—M. Zewin (135 Fourth St.) ; 
boots, shoes, ete.; reported assigned. 

Ozone Park—Louis Hirsch (il4 10 Rockaway 

Blvd.) ; boots, shoes, ete.; reported petition in 
bankruptcy. 

Port Washington—Barnett Ryeck (93 Main 
St.) ; boots, shoes, ete.; reported called meeting 
of creditors. 

NORTH CAROLINA—Lumberton—The Parker 
Co. (T. F. Parker); boots, shoes, etc.; reported 
petition in bankruptcy. 

OHIO—Portsmouth—Henry H. Winter; boots 
and shoes; reported petition in bankruptcy. 

PENNSYLVANIA—Bethlehem—Tom Bass (8 
West 4th St.) ; boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

Ford City—Oscar Rosen (“‘Rosen’s Economy 
Boot Shop’); boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

Irwin—Robert P. Jenkins; boots, 
reported petition in bankruptcy. 

Johnstown—D. Baum & Sons (Clinton St.); 
boots, shoes, etc.; reported receiver appointed. 

Reading—Lewis Stine (355 Penn St.); boots, 
shoes, etc.; reported offering to compromise at 
25 per cent. 

TEXAS—Wichita Falls—Sanderford’s Booterie ; 
boots, shoes, etc.; reported assigned. 

WISCONSIN — Milwaukee — Fashion Bootery, 
Inc. (418 Wisconsin Ave.) ; boots and shoes; re- 
ported petition in bankruptcy. 


shoes, etc. ; 


New Shoe Stores 


Albany, Ky.—Jas. A. Dameron. 

New York, N. Y.—722 E. 238rd St. 

New York, N. Y.—Shefters Specialty Store, 
Inc., Queens. 

New York, N. Y.—J. J. Illis Boots & Shoes, 


ne. 
Steubenville, Ohio—Reed Shoe Store, Choen- 
Reiner Bldg. 
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Boulder, Colo.—Bee Edwards. 

Eagle Pass, Tex.—Kifuri Bros., Main and Com- 
merical Sts. 

English, Ind.—Leader Store. 

New York, N. Y.—Sunshine Shoe Shops, 126 
E. 59th St. 

Cleveland, Ohio—Stanley Dry Goods Co. 

New Kensington, Pa.—Lester Shoe Stores, Inc. 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


Anderson, S. C.—Harrill’s Inc. 

Dayton, Ohio—The Kanouse 
(Mfgr.) 

Shelby, N. C.—The Bee Hive. 

Winthrop, Iowa—Nicholas Dauenbaugh & Son. 

Anderson, Ind.—Belvidere General Store, Main 
and Elva Sts. 

Russellville, Ky.—Lerman Bros. 

Winston-Salem, N. C.—Norwood-Davis Shee 
Store, Inc. 
F St. Paul, Minn.—Wines Department Store, 
ne. 

Liberty Center, Ohio—Morrison & Ce. 

New York, N. Y.—Factory Outlet Shoe Ge., 
284 Columbia. 

New York, N. Y.—Mack-Harry Sample Shoes, 
220 E. 96th St. 

New York, N. Y.—Protector Safety Shoe Co., 
27 Thames St. 

Sioux Falls, S. D.—Bennett & Flynn, Inc. 

Asheville, N. C.—H. J. Sutton & Co. 

Fort Pierce, Fla.—J. B. Brewer, Inc. 

Clifton, N. J.—Clifton Clothing Co., 364 Lex- 
ington Ave. 

Niles, Mich.—Klipfenstein’s, 228 E. Main St. 

Monticello, lowa—H. A. Legg, Burrichter Bldg. 

Post, Tex.—The Model. 

Russell Springs, Ky.—G. T. Huff. 

DeSoto, Mo.—Fred Thal. 

Ashland, Ky.—Kennard & Bowe, Inc. 

Chatham, Va.—Belk-Leggett Department Store. 

Camden, N. J.—Louis Moses. 

New York, N. Y.—Trusend’s, 20 East 49th St. 

White Plains, N. Y.—White Plains Shoe Corp. 

New York, N. Y.—Adler Footwear, Inc. 

Knoxville, Tenn.—The Model, 10 EB. Market 
t 


Leather Co. 


Beaver Falls, Pa.—Levy Bros. 
Rogers, Ark.—Cash Clothing Co. 
ee Ark.—Chatfield Mercantile & Gin 


yo Rapids, Mich.—The Famous, 246 Monroe 
Ave., N. W. 

Caledon, Ont., Can.—H. Stuckey & Son. 

Vici, Okla. —Farl Wildman. 

Mapleton, Ont., Can.—E. Weaver. 

Arapahoe, Nev.—Williams Bros. Co. 

Aspelund, Minn.—Hans Hjermstad. 

Irvine, Ky.—W. E. Hackworth Store. 

Charlottesville, Ind.—D. C. Copeland. 

Stepstone, Ky.—Skidmore & Duff. 

Rosenburg, Neb.—M. Jensen. 

Oak Grove, Md.—A. H. Smith & Son. 

Verda, Ky.—Green & Calloway. 

Tryon, Neb.—Paul Bender. 

Jefferson, S. C.—Miller’s, Inc. 

Cozad, Neb.—Sam & Chas. George. 

Milwaukee, Wis.—Mayer Martha Washingtom 
Shoe Co. 

Onaka, S. D.—Paul Deis Corp. 

Greensboro, N. C.—Webster-Coltrane Merc. €e. 

Union City, N. J.—Kumfo Shoe Co., 988 
Bergenline Ave. 

Blytheville, Ark.—R. J. Dillings. 

Winston-Salem, N. C.—Ferrell Shoe Ce. 

Burns, Ore.—Harney Merc. Co. 

Brogan, Ore.—Merit Stores, Inc. . 

Milwaukee, Wis.—Health-I-Tread Shoe Co. 

Forest, Ohio—R. T. Cline. 

Yorktown, Ill.—Carl H. Steuros. 

Concord, Minn.—E. H. Childs Co. 

Mt. Victor, Ohio—Frank Strahm. 

Sutton, Neb.—Geo. Claus. 

Doniphan, Neb.—A. D. & W. J. Burger. 

St. Charles, Mich.—Chas. E. Brownell. 

Flint, Mich.—A. E. Raymond. 

Chester, S. C.—Hardin & Vaughn, Gadsten & 
Wylie Sts. 

La Mesa, Cal.—T. M. Proctor. 

Castroville, Cal.—A. Blesio. 

Paterson, N. J.—Pioneer Army & Navy Store, 
332 Main St. 

Kingsburg, Cal.—The Brolines. 

Union City, Ind.—Chas. E. Castle. 

Detroit, Mich.—Hoffman Shoe Co., 2941 Haet- 
ings St. 

Bly, Ore.—James A. Waldeck. 

Medford, Ore.—G. W. & Mary L. Godward, 

Arlington, Wash.—Frank Garrett, Tvete Bldg. 

Klamath Falls, Ore.— Fife & Amicke, 521 
Main St. 

Seattle, Wash.—Joseph Ward, 3020 125th St. 
Seattle, Wash.—J. Kaltoff, 5001 Rainier Ave. 





Says Manufacturers Should Travel 


BuFFALO, N. Y.—So many important 
changes in sales and merchandising 
policies of important retail stores in the 
principal cities of the country have 
been made in the past year that many 
important footwear manufacturers cc- 
cupying a prominent place in their par- 
ticular field would learn a lot about 
their customers if they took the time 
and trouble to make a few trips around 
the country and visit retail stores, says 
Walter J. Brunmark, president of J. N. 
Adam & Co. 

“On several recent occasions, upon 
the return of our buyers from the New 
York market, I have been annoyed to 
have them state that one of the most 
difficult things with which they have 
had to contend was to buy the merchan- 
dise they wanted and not what the man- 
ufacturers, in sincerity, believed they 
should buy out of their lines,” added 
Mr. Brunmark. 

“Many of the top executives of the 
larger manufacturers of all types of 
footwear have little or no conception 
of what is going on in retail centers 
outside of the metropolitan area. They 
are so close to their own business that 
they think they know what buyers want, 
when as a matter of fact they have not 
kept pace with changes in stores out- 
side of New York. 

“It stands to reason that during a 
trying year like 1930 many stores have 
changed their merchandising policies 
and have in innumerable instances 
adopted much more aggressive tactics 
and in some instances they have traded 
down as to price lines. There are a few 
stores, however, that have gone ahead 
and improved their standing during this 
same period, not necessarily by trying 
to sell higher priced merchandise, but 
by improving their standards, adjusting 
price lines and by attempting differ- 
ent promotional tactics, they have cre- 
ated a better feeling for their partic- 
ular store. 

“If some of these high executives 
would take some time and visit and 
really get to know their customers, it 
seems to me they could be extremely 
helpful in forming closer partnership 
with the merchants through the buyer 
contact that would permit of manufac- 
turing, buying and selling more mer- 
chandise in 1931.” 


Brisk Business in Beverly 


BEVERLY, Mass.—The W. F. Delaney 
Shoe Co. is starting up briskly on its 
new season, with orders enough ahead 
to keep it busy until August. The fac- 
tory capacity is about fifty cases a day 
of novelty McKays. Some new adhe- 
sive lines are now being tried out. The 
bulk of the new business is on black 
and brown kid shoes, with lizard trims, 
in pump and oxford patterns, and all 
with wood heels. 

This new start is made after a brisk 
run during which the Delaney shoe- 
makers occasionally worked until nine 

or ten o’clock in the evening. 
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ADDED 
VALUES 


in shoes 
filled 


with— 


INVISIBLE 
MIDDLESOLE 























Value No. 1... Zam 


It forms a 3-ply unit 


i ee MIDDLESOLE binds the 


2 Uniform Flexibility innersole and the outersole firmly to- 


3 Resists Moisture 
4 Resists Heat & Cold 
5 Prevents Bunching 


6 Prevents Air Pockets the ideal foundation for walking comfort 


gether into one flexible unit, providing 


BECKWITH MANUFACTURING COMPANY 


Manufacturers of Vuleo Products 
STATLER BUILDING, BOSTON, MASS. 


Boot AND SHOB RECORDER 
combining THE SHOB RBSTAILER, June 26,.1931 





“Like the F irm Grip of a F riendly Hand” 


That’s the way one woman describes them. 


Indeed, women who wear Foot Delights enjoy a thrilling 


experience such as no other shoes can give. 


Foot Delight represents a radical advance 
in shoemaking technique. It is absolutely 
new .. different . . sensational. The 
marvelous Foot Delight feature nestles 
softly at the bottom of the arches. It 
gives a buoyancy of step . . and a complete 


freedom from fatigue, even after long 





hours afoot. 


Wearing Foot Delights is fun! . . 
Selling Foot Delights is fun, too ! 


They have tremendous selling appeal + « 
they bring in and hold customers . . 





they give large turnover . . they keep 


markdown at a minimum. 





In a remarkably short space of time, Foot 
Delight has become established as the 
outstanding feature line with leading mer- 
chants in practically every city. The 
price range of Foot Delight shoes is $8.50 
to $10.00. Bancroft Walker Company, 


Boston, Massachusetts. 


KK 





PICK A GOOD LINE AND STICK TO IT 


A mee ed + ae 


Vol. 99, No. 16, popes oe * week by the Boot & Shoe Recorder Publishing Company, Division of United Business Publishers, Inc., 239 W. 39th 
St., New York, N. matter Sept. 19, 1925, a: the Post Office at New _ N. Y., under the act of March 3, 1879. 
Subscription price, $3.00 per year. Printed in U. S. 
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Of course you know 
(and _ undoubtedly 
have planned your 
merchandising plans 
accordingly) that of 
practically every 100 
girls employed, 72 
take their summer 
vacations after the 


10th of July. 


Check up yourself on 
business girls of your 
own city. You will 
find that your best 
chances for _ selling 
white kid shoes come 
after July 10th, when 
all these girls go on 
their vacations. 



































Vila 2 i ey bee he 










There are mighty few girls who would negleet 
buying a pair of white kid shoes the week 


before their start on their vacations. 


And, even if they yielded to the reduced-price 
attractions early in June on shoes other than 
white kid, you can safely bank on their need- 


ing and buying white kid shoes after July 10th. 


HOW ARE YOUR SIZES TODAY ON WHITE KID SHOES? 


FILL-IN ORDERS NOW WILL INCREASE YOUR PROFITS 


G.LEVOR & CO. inc. 


Tanners. of ‘THE WHITEST WHITES” 
GLOVERSVILLE - NEW YORK 


FEEL THIS SEMI-SOFT TOE FOR 


a ee 


AND LOOK AT ITS 
WRINKLE - PROOF 
SHAPE FOR STYLE 


ASY ON THE FOOT, easy on the 

eye. That’s the kind of shoes you 
get by specifying Armstrong’s Cork Box 
Toes. Try your thumb on the toe. See how 
soft and comfortable it is. Then see how the toe 
comes back to shape as soon as your thumb is 
removed. No creases or wrinkles will form in 
these toes! Here’s something that will give your 
customers comfort from the first step—no breaking 
in. Whether it’s dress or sport shoes, pointed or 
broad toe, next time you buy be sure to specify 
Armstrong’s Cork Box Toes by name. For com- 
plete information, write direct to Armstrong’ 
Armstrong Cork Company, 933 Arch 


Street, Lancaster, Pennsylvania. Product 


— 


COMFORT 


7 





Keep wrinkles away with 


ARMSTRONGS 
CORK BOX TOES 


CINCINNATI 
Sr. Lovis 


CuIcaGo 
PHILADELPHIA 


Boston 
New York 


ATLANTA 
DeEtRoIT 


Boot aND SHOE RECORDER 
combining THE SHOE RETAILER, June 27, 1931 





Here’s what men want 
GOOD STYLE and HIGH QUALITY | 


One of the new Fall Up- 
towns, No. ae 
calf with solid 


heel. Widths A Po | 
Priced at four to sell at six 


and that’s a UJ P T O\ Ni 


I'm giving them in SHOES 


Uptown Shoes are for the Man About five and six dollar game . . . play it with 
Town ... the well-dressed fellow who Uptown Shoes... and you'll win. 
knows style and demands quality with it. Uptowns provide a wide range of 


At five and six dollars, Uptowns patterns... sixty numbers 


are priced in keeping with the STAR REVERIES carried in stock, several of 





; Every Sunday Evening at 9:45 
times. These are the ranges E. 5. T. on the Columbia Newwork which are scaled down to the 
, This is the program that’s telling 


in which you get volume, ee boys’ and junior sizes to sell 


turnover, and profit. Play the Pere at $4 and $3.50. 


R 
Branch of INTERNATIONAL SHOE COMPANY 
ST. LOUIS, MO. 
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MOORESQUE 


PRADO BROWN COLORS 
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127 


CORDOVA 
BROWN 


THE BROWN FAMILY 
BECOMES PROMINENT 
FOR FALL... Especially 
VODE COLOR THIRTY 


. PRADO BROWN 


Already we see indisputable indications of the strength of this 
dark brown, particularly for pumps and afternoon fashions. 
Running closely behind come the near relatives, Vode Colors 
126—Parisian or Tunisie .. . Color 128—Mooresque . . . and 
Color 127—Cordova. If such a thing is possible—Vode 
Color Craftsmen have surpassed themselves in perfecting this 
family of browns. 


ALLIED KID 
COMPANY 


STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 
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The New Dingley-Foss Line 


of Exclusive New Patterns 


In a Wide Range of Selections 


ON DISPLAY 
AT OUR 
BOSTON OFFICES 
DURING THE 


BOSTON SHOW 


Salesmen in Attendance: 


J. CHARLES STEDFAST 
IRVING McKENNA 
WALTER R. FIELD 


DINGLEY-FOSS SHOE CO. 
AUBURN, MAINE 


Boston Office 
54 Lincoln St. 
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Buyers attending the Boston Shoe 
& Leather Fair, July ‘1th, 8th 
and 9th, are cordially invited 
to visit our Boston showroom. 





IN BETTER SHOES 


IT'S KEPNER 


Ae i a i Hi ban ref 7 
= — =F oat ae 


== 4; 


7 
; it 





EALTHY feet, hiking all day long, 

over the roughest trails, in fair 
weather and foul—these give proof con- 
clusive of KEPNER ELK superiority. 
Witness the fact that in the finest lines 
of outdoor shoes for girls KEPNER ELK 


is the leather specified. 


There’s many a good line built on 
KEPNER ELK 


C.D. Kepner Leather Company 
137-139 South Street, Boston 
MILWAUKEE ST. LOUIS 
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a few 


reasons why | 


you should specify i 
ELKO ann DEERSKIN 

in juvenile and sports 
footwear 


LEA 
SNOW OR NOT COM 
ALWAYS PLIABLE T 


HELPS SALES 





OTHER 
NORTHWESTERN 
LEATHERS 
RUSSIDE 
RUGBY 
KITCHENER 
SMOOTH SIDES 

Wilt, 


BAREFOOT piesa 
COMFORT 


Elk Sides 
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EXTRA WEAR 
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WET OR DRY 
IT’S ALL THE SAME 


BEST FOR JUVENILES 
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VALUE FIRST 


Give the public what it really wants—Substantial value at a 


§ 


money’s worth price. 


Confidence winning shoes—Upper stock and soles that 
tell their own high value story—still further accented 
by high class shoemaking and smart styling. 


Invaluable Stock Service—The kind you can 
depend on for promptness and completeness 


—to your greater profit advantage. 


R821 
Maine Last 
Black Calf, Hard Box. ‘‘Oraw- 


."* (8/8 Wingfoot Rub- LEWIS Styles to retail at $5 


. Sizes and Widths: B, 
6 to 11; C, D, E, 5 to 11. 


CROSSETT Styles to retail at $7 to $8 


Stock No. R831 
Black Kid, Blu, Ox- 
ford 


Stock No. R826 
Black. Calf Oxford. 
Strand Last. Sizes 
and Widths: A to E, 
6 to 11, 


BUYERS in the 
BOSTON MARKET 


Buyers in the Boston Market may see 
the entire Crossett and Lewis lines to 
the best advantage during Shoe Style 
Show Week. Your best opportunity to 
learn of our enlarged stock service plan 
for Fall at 


R822 
212essex sTREET en 


P P Widths: B, 6 t 
(Opposite South Station) oD. 5 to uae ‘ 


Cc, ° 
hn ©. teed eaten wean BOSTON OFFICE AND SALESROOM. 
Chris E. Nelson, Hotel Gowan, Seattle, Wash. es 212 ESSEX STREET, BOSTON, MASS 
i 
FACTORY, AUGUSTA, ME. 
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FOUR REASONS 


WE WANT TO SEE YOU. ANY ONE OF 
WHICH WILL BE OF INTEREST. 


< ® > 


DO NOT FAIL TO CALL ON US. 
IT WILL BE WORTH WHILE. 


< ®@ > 


WE WANT YOUR VISIT AT BOSTON TO BE 
BOTH PROFITABLE AND PLEASANT. 


< ® > 


OUR SERVICES ARE AT YOUR DISPOSAL. 


< ® > 























BOSTON SHOE and LEATHER FAIR 
July 7, 8,9 
Rooms 606 and 608 
HOTEL STATLER, BOSTON, MASS. 





< @ > 


ESSEX RUBBER COMPANY 


TRENTON, NEW JERSEY 


BOSTON OFFICE - - : : : - - 30 SOUTH STREET 
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LINE OF 


FOOTWEAR 
FOR WOMEN 


aving been identified for thirty years wit 


e this experience 
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ARTHUR G.QUIMBY COMPANY 
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I am announcing a new line of women’s smart footwear to be sold under the trade- 
marked name “Gloria Gay ’’—all the newest and latest advance styles and ideas, 
created through co-operation with the best designers and style authorities. 













It should be of special interest to you to know that “Gloria Gay” footwear will 
be made in Brockton, the center of a district which is known for the finest skilled 
shoemaking. 


We are making a line of flexible sole shoes (cement), also a line of welt shoes 
... a consistent line of fast numbers .. . all fresh, new styles. 


Complete sizes and widths will be carried in stock, insuring prompt deliveries and 
proper turnover. 


Samples are now completed and ready for your inspection, and may I urge you 
to give the “Gloria Gay” line your most serious consideration before placing fall 
orders. 


Our dealer co-operation comprises the newest ideas in sales assistance. 


First showing of “Gloria 
Gay” footwear for women 
at the Boston Style Show, 
July 7th, 8th and 9th, 
Room 449, Statler Hotel. 
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Soo Mooresque 
Sol Mode Beige 
902 Prado Brown 
903 New Admiralty Blue 
906 Leaf Brown 

Qo7 Paddock Green 


Color and its genuine beauty is clearly 


revealed in FANCY WILLOW. 


AMERICAN HIDE ano LEATHER COMPANY 


AMERICAN. HIDE ano LEATHER COMPANY. inc. AMERICAN HIDE ano LEATHER COMPANY.tro 
N NoATHAMPT iD 


$t. Lours 


ew YORK.N.Y. MPTON ano LEICESTER. ENGLAN 
AMERICAN HiDE ano LEATHER COMPANY, 5.a. 
Panis. FRANCE 


LIVER 
CALF ano SIDE Upper Learner TANNERIES Dot IVER ano 


.. SAN FRANCISCO 
Lowett :Batiston-. $T ano ORIENT 


Bro. 
Paciric Coa 
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New 
LULURS 


908 Spanish Brown 
Q|! Cinnebar 

915 Astrakhan 

917 Cocoa 

918 Chocolate Brown, 
919 Marcasite 


Fall shoes of FANCY 
WILLOW simplify your sales 
effort. 


There ia no 
Aubstitute for 


FANCY bile 
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Stock No. 552 


Stock No. 145 


Stock No. 149 


Doerman Shoe Mfg. Co. 
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Tico 


E HAVE bound ourselves by an oath to follow such 
manufacturing and merchandising practices as will en- 
" able our distributors to combat alt 

competition. 4 
the same ideals which“ prompted this oath also gave birth to 
erman Plan, A plan devised after much research and 
wecognizing the necessity for furnishing our dis- 
grade merchandise to be sold at a lower 

a fair profit, 

ake only stitchdowns. One standarg 

ll prevail. Every shoe wi 


ath 


price and quality 








and enables ou 
over, 
of small, shall benefit by 
one price to all; whether 
purchased. Every distributd 
ows that no one can buy our she 


our terms as 7°/,—30 days with a q 
© discounts shall be allowed after the 
period. No datings or discount exten- 


| Blerchandising policies of The Doerman 
| be based upon the sound economic 
ibutors, and not by the habits and 


man Shoe Mfg. Co. 


SOUTH MILWAUKEE, WIS. 








South MilwaukRee.UWis. 
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pealing sense of 
the exquisite in 
black kid. 


That is what 
SATIN FINISH 
KID has brought 
to American 
women and there- 
byscored a logical 
success. 


The persistent 
demand for 
SATIN FINISH 
KID clearly signi- 
fies its undimin- 
ished popularity. 


Wi 
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‘DALY’S GOLDEN RULE SHOES 


Worker Ownership 


* * 


Women’s Novelty Footwear 
Daly’s Process and Turns 


To Retail at 


($5. 56, 97, 


Will Be Offered for Your Approval at the 


BOSTON SHOE AND LEATHER FAIR 


Hotel Statler, July 7, 8 and 9, Rooms 680-682 
* * 


If you are interested in 


that are correctly styled 
that give you turn-over 
that build a price line 
that build prestige 


this line will interest you 


| waremieunr’ under ideal conditions by Lynn’s most expert craftsmen, working 
. on a profit-sharing basis and making 10,000 pairs a day—every day. 


Selling the best stores in the country. 


IN ATTENDANCE 


J. M. Daly, President and Treasurer John F. Duffy, Vice-President and Sales 
H. K. Phifer, Vice-President in Charge of Sales D. A. O’Neill, Plant Manager 
A. F. (String) Elliott, Pacific Coast Representative 
A. M. Rhorer, Style and Patterns 


* * 


DALY’S GOLDEN RULE SHOE COMPANY, INC. 
LYNN, MASS. 
New York Sales Office: 66 Marbridge Building 
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OW can we get these merchandising books into the hands of 
the right type of interested dealers? 


That was the problem which confronted the Servus Rubber 
Company of Rock Island, Illinois, makers of Rubber and Canvas 
footwear. 


Carefully planned, beautifully illustrated, intelligently written 
and “chock” full of sound merchandising suggestions for the 
dealer—these two books were far too expensive for any plan 
involving general distribution. Then, too, it was desired to reach 
only the right type of dealer. 


The problem was easily and quickly solved by this series of 
advertisements in the Boot & Shoe Recorder, featuring the books 
and making it possible for any reader to secure a copy by merely 
writing for it. 


And did they write? 


—Well, the written testimony of Mr. Maguire, President of 


Servus Rubber Company, which appears on the opposite page, 
shows that the response was remarkable—and the results most 


satisfactory. 
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in Boot and Shoe Recorder 


.... Brings Results 


T. A. MAGUIRE, President 

Servus Rubber Company 
Under Mr. Maguire’s able direction Servus 
has made remarkable strides in designing 
and merchandising rubber and canvas foot- 
wear along new and modern lines. Mr. 
Maguire is one of the outstanding executive 

figures in the industry. 


T HANK you, Mr. Maguire:— 


Naturally we feel that advertising in Boot & Shoe 
Recorder should always be considered as offering an im- 
portant contribution toward the success of any selling 
campaign to the footwear trade, in fact, we have proved 
it by statistics, surveys, facts about buying power, fig- 
ures on coverage, arguments, preachments, and what 
not— 

But, your conclusions based on the acid test of ex- 
perience, removes all doubt and definitely establishes 
the fact that the readers of Boot & Shoe Recorder are 
responsive to advertising when the message is clean cut 
and informative. 

We thank you, Mr. Maguire, for your fine letter con- 
firming our own personal convictions. 


Perhaps we should stop right here without further comment, but somehow or other, we 
can’t refrain from drawing a moral from the experience of the Servus Rubber Company, by 
saying to other advertisers—‘‘Go thou and do likewise”—advertise in the 


BOOT AND SHOE RECORDER 


Truly, this great magazine has become a habit with shoe dealers—they look to it each 
week for news of the Trade—they study it for merchandising ideas—they depend upon 
its reflections of style—and, more and more, they turn to its advertising pages for guidance 


in the selection of the goods they sell. 
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THe; Suns Russom Gomeaynr 


RUBBER AND GANVAS FOOTWEAR 
peers ae Regu lscsyp lon, echt heen tstino 


Cc OF EOITION 
May 15, 1931 


Boot and Shoe Recorder Publishing Co., 
New York, N. Y. 


Gentlemen: 


I thought you might be interested in knowing the results to date 
of our 1931 advertising progrem which was built around our use of space 
in The Boot and Shoe Recorder, 


We had two definite objectives in view in starting this campaign 
and the results already indicate that we shall attain both objectives, 


We had a particular problem to solve in connection with our two 
Mershandising Guide Books on Sport Shoes and Rubber Footwear, as follows: 
We had gone to a very iderable in making a nation-wide survey 
of conditions in our industry, @ survey which disclosed that the average 
retail dealer contacts only 45% of his potential rubber footwear market 
and only 32% of his potentiel sport shoe trade. We felt that such a con- 
dition called for a campaign of education by both manufacturer and dealer, 
and we built our two catalogs for this season into Merchandising Guide 
Books that really help the merchant sell, serving as guides for his sales- 
people =— elaborately illustrated with interesting action photographs show- 
ing as many as possible of the many and varied and little-known uses for 
omr products -- of interest alike to dealer — consumer. These books, by 
reason of the research work and other ad, Were too 
expensive for promiscuous circularization. our problem was to got them in- 
to the hands of the right type of interested dealers. 








Your publication has solved this problem for us very effectively, 
In our advertisements we heve featured these two Merchandising Guide Books 
and have asked the dealer to send for them, The results have been most 
satisfactory. We have had a remarkable response. The total net results 
have been a marked increase in dealer interest, a noticeable lowering of 
sales resistance, and a sharp advance in sales volume, 


We must of course give our merchandise and our salesmen the proper 
share of credit for these results, but I want to mke it clear that the 
basis of the whole campaign wes and is the regular, consistent use of space 


in your good paper. 


We have appreciated the suggestions and helps so courteously given 
us by your representative Mr. Bowen, and by your home office staff, 


oO truly, 
ae 
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A required quality in their shoes which prompts the 


IDEAL SHOE MFG. CO. 


of Milwaukee to use the 


NEW RAJAH sore’ 


Especially manufactured for sport shoes the new RAJAH sole possesses the 
following vital sales-talking points: 
LIGHTNESS AND FLEXIBILITY 

HOLDS STITCHES FIRMLY 

DOES NOT HEAT THE FEET 
NON-SPREADING 
NON-CURLING 
LONG WEARING 


ALFRED HALE RUBBER CO. 
NORTH QUINCY, MASS. 
ESTABLISHED 1837 















*Rajah Special Soles are so un- 
expectedly cool that people take 
the trouble to tell us so. 










This popular priced “‘Ac- 
tive Maid” shoe in-stock 
in both smoked elk with 
tan calf trim (8357) and 
white elk with black calf 
trim (8359) and featuring 
the new Rajah Sole—Style 
305. 












= 








Shown by courtesy of 
Ideal Shoe Mfg. Co. 
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11120 I—Black Kid One-Strap Center poe 
iss Covered Wood Heel. In Stock: a*2 = 
CURE CESCEROCERSOEHE ChESOSSCOKEKOOES 3. 


13120 I—Spanish Brown Kid One-Strap Center 
Buckle, 16/8 Covered Wood Heel. In Stock: 
AAA, ‘AA, Be THREE ds v déceneeccdeccccens $3.75 


30120 W— Sea Sand Kid One-Strap Center 
Buckle, Swagger Brown Trim, 16/8 Covered 
Wood Heel. In Stock: AA, A, B, C......$3.85 


No. 320-6. Selected White Kid; Salem last; 
16/8 Wood Heel. In stock AA, A, B, C...$3.85 








The deft hands of skilled fashionists have 
swooped down and modeled greater charm, 
new beauty and grace, keen individuality 
into STYLITE Turns. Expert craftsmen 


have in turn brought a new appreciation 
of lightness and daintiness to footwear that 
will retail in volume at $6—and if you 
wish at $6.50 and $7. 


Here are shoes to match airy wearing ap- 
parel . . to harmonize with colorful frocks 
. - to satisfy the most discerning wearer. 
In appearance, flexibility and comfort 
STYLITE Turns are inimitable. High 
grade uppers, linings and soles. Twenty 
fashionable numbers stocked in wanted 
sizes and widths. Judged by all standards 
of comparison STYLITES are the best buy 
in Turn Footwear today. 


See the new Fall line at the Boston Style Show, 
Rooms 425 and 427—Hotel Statler—or write 
nearest Instock Department for samples and 
catalog. 


Ault-Williamson 
Shoe Company 


AUBURN, MAINE ST. LOUIS, MO. 
FACTORY 416 NO. 12TH STREET 


STYLISH TURNS 
For QUICK TURNOVERS 
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FOR THEIR NEW 


TORN UNE AULT-WILLIAMSON 
SHOE COMPANY 


Standardize on 


560—Black Ruby Kid One 
Strap Center Buckle. 
Salem Last; 16/8 Louis 
Heel. Instock AA, A, B, 
C, at Auburn and St. 
Louis. Price $3.75. 


422—Black Ruby Kid Four 
Eyelet Tie. Salem Last; 
16/8 Wood Heel. Instock 
AA, A,B, C, at Auburn 
and St. Louis. Price 
$3.65. 


41129L—Black yf Kid 
One Strap Center ckle. 
Spencer st; 14/8 Wood 
Heel. Instock AA, A, B, 
Cc, D at Auburn and 
St. Louis. Price $3.60. 


Stylite Hand Turns made of Evans Ruby 
Kid will be displayed at the Boston Show in 
Rooms 425 and 427, Hotel Statler. 
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Standardize on BA Cvani Brand. 


—_— 

















In their new Stylite line of hand turned footwear 
for women Ault-Williamson Shoe Company feel 
that they are providing a very attractive retailing 
proposition—in that, though these shoes are so 
priced as to fall into the $6 retail field they may 
logically command more. 


Twenty styles in Stylite hand turns are carried 
by their instock department, four of which are 
herewith illustrated. 


As is Ault-Williamson’s long established practice 
the material quality of the Stylite line has been 
heavily stressed and, we naturally feel, a signi- 
ficant tribute has been paid RUBY KID in their 
having made it their standard kid for the Stylite 
line. 


We rightly assume that their more than 15 years 
of standardizing on RUBY KID has shown it to 
be a definite sales influence. 


JOHN R. EVANS & CO. 


4 . 
Camden 
mm ‘s New Jersey 
: >»... my Cincinnati Rochester 
Philadciphia Boston 
St. Louis Milwaukee 


\7 “ 


i 





449—Black Ruby Kid Four 
Eyelet Blucher Tie. Salem 
Last; 16/8 Wood Heel. 
Instock AA, A, B, C, D 
at Auburn and St. Louis. 
Price $3.65. 


IT'S AN 


EVANS LEATHER | 
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IN YOUR WINDOW 


The 4B Sample 


sells itself 


Can you sell 


the SAME SHOE | 
In All Sizes | 


VERY woman outside the preferred 4B class is entitled to the same smart-looking 
and well fitting shoe, regardless of the size of her foot. The only perfect fitting size 

in the old method of hand broken lasts is the 4B - - other sizes are bound to be something 
quite different from the original for the hand and eye cannot be depended upon for 
absolute mechanical accuracy. The Coordinated Last and Pattern system allows you to 
offer your customers all sizes from 2 to & that faithfully retain the true proportions given 
the 4B model by the shoe designer. Every size, therefore, actually becomes a sample size. 


If your pattern maker cannot supply you with Coordinated Patterns, 


send your 4B models to us and we will have them made for you. as 
LAST 
WORD 


COORDINATED LASTS and PATTERNS 
i hi he he tt ty Oy A Gy ty a a» 4 





al 








UNITED LAST COMPANY * BOSTON «+ MASS. 








italia 
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TO GREATER 
PROFIT HEIGHTS 


Have gone hundreds of merchants and buy- 
ers in recent years with the aid of the C. A. 
Eaton Company’s “IN PROCESS” system— 
the key to rapid turnover with immediate de- 
livery of the season’s smartest styles. 


The new Crawford and Eaton patterns to- 
gether with the most widely discussed boys’ 
line of shoes of the present day from the well 
known Crawford line will be on display at the 
Boston Shoe & Leather Fair, Rooms 435 and 
437, Hotel Statler, Boston, July 7, 8 and 9. 


All Styles - - “IN PROCESS” - + Always in Stock 
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TANDR ITE CALF 


. . The Smarter Shops and the 
Smartest Women... Prefer Tandrite! 


ALONG with the dainty, feminine fashions, the light weight, 
high lustre Tandrite Glace Calf has come into its own. 
No other leather is so suitable for the trim, graceful 
shoes of today. The deep, glowing color and exquisite 
finish of this beautiful leather are the results of years 
of experience and fanning right. 
ee ee anos eee It is no wonder that the smarter shops—and the 
smartest women prefer shoes made of Tandrite Calf. 


E. HUBSCHMAN & SONS, Inc., PHILADELPHIA, PA. 


Tanners of Fine Calf Leathers 
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